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Advertising To 
The Bantu 
Native Market 


Sin,-We have not seen the 
July issue of Betro Review from 
which you quote in your issue of 
August 17, under the heading 
Advertising Opportunity 
South Africa: £90 million Market 
Untapped.” 

Assuming, however, that your 
condensation of the article ts a 
correct reflection of the whole, 
it is to be hoped that British 
advertisers will not be misled by 
It’ imaceuracies 

Those British advertisers who 
are, and have been for years, 
selling vast quantities of their 
products to the Bantu people 
will be amused at the reference to 
the “failure of British advertising 
to tap a native market estimated 
to be in the region of ninety 
million pounds.” 

“No advertising agent in the 
Union has a native department, ° 
says the writer. That is true. One 
might say, with equal truth and 
about as much sense, that no 
English agent has a Welsh, or @ 
Scottish, or an lrish department 
Why should they? And why 
should a South African agency 
have a special Bantu department 
any more than a special English 
or a special Afrikaans depart 
ment? 

“Only one or two advertisers 
produce advertisements especially 
for the native Press.” We are 
sending you the last two issues 
of Bantu World, the largest native 
newspaper in the country. Exam 
ination of these shows that nearly 
all the advertisements have been 
prepared especially for natives 
and among those are advertise 
ments for many of the most 
famous names in British advert 
tising 

“For the nationwide papers 


LETTERS 


EDITOR 


three languages, English, Zulu 
and Sesutu, should appear simu! 
taneously or be alternated (sic).” 
Exact figures are not available, 
bul it is safe to say that Xhosa 
is spoken by more natives than 
either Zulu or Sesutu 
“Pictures of people should be 
changed from Europeans to 
natives.” That is a dangerous 
generalisation. It is an elementary 
principle in native marketing that 
the Bantu wants the best, and is 
willing, if able, to pay for it. He 
1s no longer to be exploited with 
Kaffir truck.” He wants the pro 
duct used by the white man, not 
an inferior article at a lower 
price. It ts often sound practice 
to use illustrations of Europeans 
especially of articles of clothing 
ete 
“Native houses are badly 
lit, and it is important that smal! 
print and overcrowded advertise 
ments should be avoided.” The 
advice is sound, even if the reason 
for giving it is wea Almost 
without exception, tfe standard 
of printing in the native Press is 
poor That is why small type 
ind half-tones should be avoided 
Tapping the Bantu market is 
not difficult, if one has the 
knowledge. There are many pit 
falls to be avoided, it is truc; and 
the publication of misleading in 
formation such as that quoted 
above will not help 
P. N. BARRETI 
President, Advertising Agents 
Association of South Africa 
P.O. Box 694, 
Cape Town, 


Vouchers: An Agent 
Complains 


Sir The lack of co-operation 
hy many leading provincial papers 
ind local newspapers in the ren 
dering of accounts in the prop 
nanner and the forwarding of 
vouchers is imexplicable Mo 


of them, or at least a great many 


seem completely oblivious to th 
simple requirements which an 
agency is entitled to expect 
namely, a monthly invoice plus 
1 monthly statement. not an 


advertising statement” whic 
1 combination of the two, a 


voucher for each client and one 
for the agency. 

The sirange thing is that they 
seem surprised when we ask for 
these vouchers. They do not 
seem tO appreciate that it is a 
necessity. Writing does not make 
the Slightest difference Will 
newspapers not realise a cleni 
cannot be expected to pass an 
invoice without a voucher for 
each item? The amount of 
trouble our Accounts Department 
and Voucher Department experi- 
ence is quite unnecessary dul 
iS never ending 

Another point is the number 
of proofs supplied. Usually we 
get two, sometimes One, some- 
times none, and very often these 
are filing proofs although copy 
has been supplied weeks in ad 
vance. Why can't we have half- 
a-dozen like we used to in pre- 
war days? 

H. BERTRAM WHITE, 
Joint Manager, 
White Advertising. 
Midland Bank Chambers, 
Warwick Rd., 
Birmingham 


Elstree ‘Sells’ 
Itself 


What is claimed as the most 
ambitious display of showman- 
ship ever attempted at a film 
studio greeted the delegates to 
the Associated British-Pathe 1950 
Sales Convention when they ar- 
rived at Elstree Studios. The dis- 
play was part of an attempt by 
the Studios to drive home the 
fact that the production side of 
films, as much as Wardour Street, 
is alive to the necessity of selling 
British films 

Mr. Leslie Frewin, director of 
publicity designed a 
brochure and a menu (the print 
ing of which was superimposed 
over an aerial picture of Elstree 
Studios) in which this was 
plugged unceasingly. He enlarged 
upon the “better business” theme 
of “Let's go to the pictures” with 


studio 


the addition “Especial Associ- 
ited British pictures.” This ap- 
peared even on the 2 in. x 2 in 


luncheon table cards, as well as 
posters exhibited at 
various points around the studios. 
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R.1T.-S.A. Protests 
At ‘Nylonettes’ 


The Retail Trad ng-Sandards 
Association has asked retailers to 
retrain in future advertisements 
from using the term “Nylonettes” 
to describe rayon stockings having 
nylon splicing at toe and heel. 

Ihe Association fecls that the 
coming of a word such as 
“Nylonettes” to describe pre- 
dominantly rayon stockings might 
lead shoppers to believe that they 
contain at least a fairly high mix- 
ture of nylon and were a reason- 
able substitute for aill-nylon 
Stockings. 


Co-opted To LS.B.A. 
Executive 

Co-opted to the executive com- 
mittee of the Incorporated Society 
of British Advertisers: Sir Basil 
R. G. Tangye, chairman and 
Managing director, Tangyes Lid., 
and Mr. A. R. M. Sedgwick, ad- 
vertising manager, Gillette Indus- 
tries Ltd 

New members of LS.B.A.: 
Electrolux Ltd., Ingersoll Ltd., 
London Bedding Centre, Procea 
Products Ltd., Remington Rand 
Lid., Sun Life Assurance Co. of 
Canada, and Watney, Combe, 
Reid & Co., Ltd. 


IRISH AD. AWARDS 


Principal award in the adver- 
using and publicity course of the 
Dublin High School of Com- 
merce—the Conlon Memorial 
Gold Medal, presented by the 
Irish Advertising-Press Club 
has been awarded to Alan P. 
Maxwell as the best student of 
the 1948-49-50 course Other 
prizewinners on the complete 
course were Charles M. Maquire 
(O’Kennedy-Brindley Ltd.) and 
Cecil A. Bell (Arks Ltd.). First 
year awards were made to 
Maureen Molly, William 1 
Cooper and James Keane 
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stimulation of their sales. 


and handed to the retailer. 

It became evident when these 
advertisements were placed that 
they would lead to a tremen- 
dously increased demand for 
extra copies of the newspapers 
in which they appeared—for 
every copy would be worth a 
tablet of soap. 

The matter was considered by the 
Board of the Newspaper Pro- 
prietors’ Association, which was 
faced with the position that, while 
a Rationing Committee rule debars 
newspapers from making any kind 
of gift as a means of sales promo- 
tion, they were being asked to pub- 
lish advertisements that would 
defeat the object of the rule, which 
is to prevent artificial stimulation 
of newspaper sales. 

It was realised that in view of the 
serious newsprint shortage, wastage 
of the kind likely to occur could not 
be permitted 

As the Rationing Committee 
rules did not specifically cover the 
point at issue, it was decided to deal 
with the case on an individual basis 
by voluntary action. As it was con- 
sidered unfair to Lever Brothers to 
refuse at such a late stage to pub- 
lish the advertisement, the decision 
was made to advise newspapers to 
accept it, but to limit any conse- 
quent increase in their print order 
for the day of insertion to not more 
than one per cent of the order for 
the same day in the previous week. 
Newspapers, moreover, agreed not 
to exploit the advertisement by 
sales promotion. 

The matter was then referred to 
the Newsprint Rationing Com- 


Lever Bros. Free Offer Coupon Ad. 


Raises Newsprint Problem 


F. P. BISHOP SAYS ADVERTISING WILL NOT BE ALLOWED 
TO STIMULATE ARTIFICIAL NEWSPAPER SALES 


The Newsprint Rationing Committee has decided in principle 
to amend its rules so that they cover the position arising when 
newspapers are offered advertisements likely to cause artificial 


The problem has been raised in acute form because of advertise- 
ments now appearing in national newspapers in which Lever 
Brothers offer a tablet of Lux toilet soap free on buying a packet 
of Wisk. Each advertisement includes a coupon to be completed 


mittee, with a view to the position 
being clarified for future guidance. 

Mr. FP. P. Bishop, chairman of 
the Rationing Committee, told 
ADVERTISER'S WEEKLY: 

Rationing Committee does 
not intend to allow advertising in 
newspapers to be used to stimulate 
artificially the sales of newspapers. 
The newsprint situation is much too 
tight and anxious to permit anything 
of the kind 

** This has been agreed in principle, 
but it remains to consider the method 
of putting the principle into effect.” 

The situation has already roused 
considerable controversy in the 
limited circle aware of what is 
happening. Advertisers likely to be 
affected take the view that, while 
the need for conserving newsprint 
is fully appreciated, nothing should 
be done to prevent them from 
putting over their products by the 
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In this week's enlarged 
“Advertiser's 


Platform, Review of Adver- 
tising, the Export Advertis- 
ing Commercial Films, 
Trede and Technical Ad- 


vertising Sections, 
Personal and We Hear. 


robust, hard-selling methods of 
pre-war days. It is up to the news- 
papers, they argue, to ensure that 
sales are not artificially inflated; it 
would be unfair, they contend, to 
penalise advertisers by any ing in 
the nature cf a copy censorship. 
They would object, on this ground, 
to any ban on the inclusion of 
coupons in advertisements offering 
inducements to purchase 

The Lever Brothers advertise- 
ment referred to has already ap- 
peared in the Daily Herald, News 
Chronicle and Daily Mail 


LLP.A. Dinner 
Date, Oct. 5 


Annual dinner of the Institute 
of Incorporated Practitioners in 
Advertising will be held at the 
Dorchester Hotel on October 5. 


A.A. Consults Outdoor Ad. Cttee 


At its meeting last week the 
Advertising Association Council 
gave very full consideration to the 
difficulties being experienced by 
the outdoor advertising industry 
as a result of the interpretation of 
the Control of Advertisements 
Regulations under the Town and 
Country Planning Act 

The Association 's representative 
on the Outdoor Advertising Indus- 
try Advisory Committee, Mr. G. L. 
McLellan, was asked to convey to 
the next meeting of that com- 
mittee the full sympathy of the 
Association, and to advise the 


committee that the Association was 
ready and willing to help it in every 
way possible if invited to do so. 
In order that the Adverti 
Association may be fully pr 
on the latest developments, the 
Council referred the matter to the 
newly formed Parliamentary and 
Public Affairs Committee under the 
chairmanship of Sir Patrick Gower. 
It is understood from Mr. Arthur 
Chadwick, chairman of the Adver- 
tising Section, London Chamber of 
Commerce, that the question of 
outdoor advertising control may 
be considered by the Section. 


TATLER READERS HAVE 
MOST OF THE QUALITIES 


TATLER ADVERTISERS WANT 


Weekly” appear a 
of the editorial features un- 
avoidably omitted duing the 
past two weeks. 
4 These include Policy 
a: 
2 
ant 
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Supplies Improve 


SUPPLY CO. DECIDES THAT STOCKS, NOW 
VERY LOW, MUST BE CONSERVED IN 
VIEW OF INTERNATIONAL SITUATION 


The Board of the Newsprint 
Supply Co. has decided that, in 
view of the international situa- 
tion, and of factors imperilling 
future supplies, existing stocks 
of newsprint must be conserved 
and if possible increased 

It is seeking an interview with the 
President of the Board of Trade to 
discuss the position, and if no means 
can be found to improve the supply 
@ further cut in current « onsumption 
and a return to tonnage rationing 
may have to be faced 

The six-page basis is to be main- 
tained for the present, but the next 
rationing period will be limited to 
four weeks from Sunday, Septem- 
ber 24, to Sunday, October 22 

The Newsprint Rationing Com- 
muttee states that since July con- 
sumption has continued to exceed 
supply, and stocks have fallen to 
the very low level of 70,000 tons 
The statement continues 

**Supplies from Canada will be- 
gin to come in next month and will 
help to stabilise the position, so 
that if consumption is continued 
on the six-page basis stocks should 
be maintained through the rest of 
this year at about the same level 
There is, however, no carly pros- 
pect of increasing them. Through 
1951 our supply arrangements with 
the home mills, Canada and Scan- 
dinavia should permit the six-page 
basis to be maintained, but will 
allow no margin at all for emer- 
gencies or for the rebuilding of 
stocks 

**The Board has to consider this 
position im the light of world 
events. Sliould war come and Scan- 
dinavian supphes of paper and pulp 
be cut off, the British newspapers 
would be faced with a crisis far 
more serious than that which they 


had to face in 1940. Then there 
were stocks of newsprint in the 
country of about 250,000 tons, and 
there were existing contracts with 
Canada for the supply of about 
350,000 tons a year. These stocks 
and these contracts were the basis 
upon which the Newsprint Supply 
Company was founded and the 
British Press kept going. Today, as 
already stated, stocks are down to 
70,000 tons, while the permitted 
import from Canada for 1951 is 


May Come Soon Unless 


only 75,000 tons. Owing to the 
increase in world demand, especi- 
ally in the United States, it ts very 
doubtful whether more could be 
obtained from Canada even if the 
Government were to make the 
dollars available. The restoration 
of our supply from Canada to 
anything like the old scale must 
necessarily take a considerable 
time 

“*Apart from the international 
Situation there are short-term 
dangers threatening our supplies 
of newsprint. Strikes in Finland 
may at any moment curtail im- 
portant supplies from that country 
These strikes, if they develop, 
would also affect supplies of pulp 
to the British newsprint mills. Pulp 
stocks are already understood to 
be short and the price, both for 
sulphite and for mechanical pulp 
is rising very steeply 


RETAILERS WILL OPPOSE RESALE 
PRICE LEGISLATION 


The Fair Prices Defence Com- 
mittee, among whose members ts 
the National Chamber of Trade, 1s 
to intensify its opposition to the 
proposal of the President of the 
Board of Trade to introduce legis- 
lation which would destroy the 
system of resale price maintenance 
for branded goods of guaranteed 


B.D.M.A.A. COMMITTEE 
CHAIRMEN 


British Direct Mail Advertising 
Association chairmen of commit- 
tees are 

Programmes and reception, N. A 
Cameron, finance, W. A. Stephen- 
son; criticism and awards, C. R 
Watson; membership, Major C. 
Wattenbach; portfolio and house 
journals, F. T. Day; public rela- 
tions, Miss Audrey Deans; library 
and education, Ronald Peacham; 
speakers’ pancl, Miss K. M 
Murphy; Sorting Table and Bulle- 
tin, A. Campbell Gifford; adver- 
tising, A. F. Gomm 


‘People Like Trafalgar Square Ads.” 


The Paymaster-General told 
Lord Samuel in the Lords 
last week that no immediate 
Government action is contem- 
plated against the display of ad 
Vertisements in Trafalgar Square 

Protesting against the “com 
mercialisation” of the Square by 
large illuminated advertisements 
on buildings between the Strand 
and Whitehall, Lord Samuel 
asked the Government to take 
action in view of references to 
“disfigurement” in the last report 
of the Royal Fine Arts Commis 
sion 

He said appeals could be made 
to the advertisers Otherwise 
representations could be made to 


the local authorities concerned, 
or statutory powers could be 
exercised 

Lord Macdonald replied: “So 
long as I remember there have 
been advertisements in Trafalgar 
Square and some people like 
them.” 

The reference to advertisements 
in the Report of the Royal Fine 
Arts Commission had been noted, 
but the, views expressed would 
not be shared by all 

Under the Town and Country 
Planning Act, 1947, and subse- 
quent regulations, no advertise- 
ments displayed on or before 
January 7, 1947, could be chal- 
lenged until after August 1, 1951 


quality, the Nationa! Chamber of 
Trade reports 

The report also protests that the 
relaxation in shop window lighting 
next winter, recently announced by 
the Minister of Fue! and Power, 
still fails to meet the Chamber's 
request for shop window lighting 
during business hours in the winter 
months. Further representations 
are being made to the Ministry 


L.M.P.A., L.S.C. Meet 


Members of the London Society 
of Compositors met representatives 
of the London Master Printers’ 
Association last Friday, after the 
compositors had returned to work 
After a day of discussions, it was 
agreed that another meeting should 
be held yesierday (Wednesday) 


The lady on the showcard has come to life 
and Leather Fair Rosalie Bentley, who recently modelled for a new 
Goodyear Stick-on Soles showcard 
fitting was cartied 
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ANNUAL SURVEY 
OF 
APPROPRIATIONS 


Next week’s ADVER- 
TISER'S WEEKLY will con- 
tain our Annual Survey of 
Appropriations. 

Based information 
given in confidence by a 
large and _ representative 
number of national adver- 
tisers, this Survey discloses 
several significant trends in 
the volume and direction 
of advertising expenditure. 

This year, the findings are 
deduced from a larger num- 
ber of returns than have been 
available in any year since 
the war. 


Rumble Confirmed As 
A.A. Chairman 


The appointment of Mr. W 
Ewart Rumble as chairman of the 
executive of the Advertising Asso- 
ciation, in succession to Mr. F. P, 
Bishop, M.P., now vice-chairman of 
the International Advertising Con- 
ference organising council, has been 
confirmed by the Council of the 
Association 

The organising committee of 
the Conference has adopted the 
title of Organising Council, and 
sub-committees dealing with dif- 
ferent aspects of the conference 
will have the status of committees. 

The annual meeting of the 
Association is to be held on 
November 29, the day of the 
annual dinner 


At the Olympia Shoe 


attracted big crowds. The stand 


ut by Cooks Display Studios from a Goodyear 


idea 
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Whitworth Protests At Rising 


Ad. Rates, 


Says Populars’ Prices Should Go Up 


‘HIGHER COSTS, DEARER 


One of the major worries 
nowadays of those who pay is, 
undoubtedly, the high cost of 
advertising.” 

Mr. Alan Whitworth, direc- 
tor, Incorporated Society of 
British _ Advertisers, made this 
assertion in an address on The 
Point of View of the Man Who 
Pays’* at the Publicity Club of 
Shefficld’s opening mecting last 
Friday 

Stating that several members of 
the LS.B.A. had Written to him 
lately complaining about continued 
increases in the cost of advertising 
space, Mr. Whitworth said: “"A 
study of the mounting advertise- 
ment charges of the popular news- 
papers and periodicals in the 
United Kingdom suggests that 
their general policy is to impose 
on the advertiser all increases in 
salaries and wages and dividends, 
in the cost of newsprint, ink and 
equipment, in overheads, and in the 
cost of securing the great increases 
of circulation that are customarily 
announced as justification for the 
advances in advertisement rates 

These increases in the cost of 
advertising make it difficult for the 
advertisers —especially of consume 
goods —to avoid raising the prices 
of those goods,"" Mr. Whitworth 
continued. “And this, of course, 
would provide the critics of adver- 
tising with a glorious opportunity 
to renew their attacks. Many 
members of the LS.B.A. are still 
maintaining pre-war prices, cxcept 
for purchase taxes. But the costs 
of doing business are all rising and 
if the advertisers are forced to pass 
these increases on to the buying 
public, it would appear only reason- 
able that the newspapers should do 
the same and not load all their 
increases On to the advertisers 


‘Price Increases 
Would Give Confidence’ 


Increases in the sale prices of 
publications would, he submitted 
merease the confidence of adver- 
tisers in the advertising value of 
the copies then sold. At present 
this confidence was shaken by con- 
sideration of the vast increases in 
sales claamed by newspapers and 
magazines. In ten years these 
circulations had risen by 90 per 
cent, while the population had in- 
creased by only about 5 per cent 
And a large part of the reading 
population had less leisure than it 
had before the war. It seemed, 
therefore, unduly sanguine to sup- 
pose that all these publications 
smaller in size though some of 
them now are, had the same atten- 
tion value per column inch as those 
sold in 1939. Advertisers were 
giving careful thought to the real 
advertising value of media with 
these inflated circulations and 
comparing them with alternative 
methods of advertising 


scarcity of advertising 
space since the end of World War 
Il and the anxiety of many adver- 
tisers to re-establish their businesses, 
have made most of them willing to 
take almost any space at almost any 
price,” said Mr. Whitworth. ** The 
newspaper and magazine propric- 
tors naturally conclude that, as 
long as the demand for advertising 
space exists, advertisers are satisfied 
with the value they are getting. But 
are they 

There is clear evidence they are 
not. They feel the time has come 
to be more critical, more analytical 
of advertising media, their charges 
and pulling power, They are study- 
ing these things more carefully to- 
day. If their studies result in some 
redistribution of advertising appro- 
Priations, media owners who find 
themselves revenue will, 
suspect, take more interest in the 
views of advertisers than they have 
done for a long time. So far as the 
advertisers are concerned, the days 
of complacency are gone 

Besides fair costs in advertising, 
the people who paid wanted more 
information about the circulations 
of the popular newspapers and 
magazines, including geographical 
breakdowns of circulations, reader- 


losirg 


LEVER FOR CRITICS 


ship studies and proper distribu- 
ion statistics. Some advertisers, as 
the result of empiri cxpenences 
and very considerable expenditure, 
had created their own distributive 
Organisation but, generally speak- 
ing, the stresses and strains on the 
machinery of distribution in the 
United Kingdom were a major 
economic problem 

**Advertisers of capital goods 
want more information concerning 
the technical Press,"" he said. *‘It 
is time that something like the 
Controlled Circuit Audit, now in 
operation in the United States and 
Canada, were introduced in this 
country. The object would be to 
provide trade, business, technical 
and professional publications with 
an audit of their circulations, geo- 
graphical breakdowns and mailing 
list classifications, and to issue 
standardised statements of the 
circulations of publication mem- 
bers 

‘| do not suggest that this 
should be in any way a rival or- 
ganisation of the Audit Bureau of 
Circulation, or even a separate one 
I would like to see it incorporated 
in the A.B.C. and | believe there is 
no constitutional reason why this 
should not be done 


Layton Ad. In ‘The 
Boosts 1951 Conference 


A boost for the International 
Advertising Conference has been 
embodied by C. & E. Layton Ltd 
in a double-spread advertisement 
in the September issue of The 
Ambassador, the export journal 

Printed in a panel above a 
sketch-map of the Festival site and 
the river, it reads 

*“To men and women engaged in 
advertising The Imernational Adver- 
tising Conference, London, 9-13 
July, 1951, is an event to bear well 
in mind when planning a journey to 
England. This Conference will be a 
great occasion for organised adver- 
tising throughout the world and will 
provide an ideal and timely oppor- 
tunity for an exchange of views on 
advertising matters and common 
interests. It is hoped that special 
Committees will shortly be estab- 
lished in the United States and 
Canada, but in the meantime please 
write for information to The Direc- 
tor, The Advertising Association, 
110 Fleet Street, London, E.C A, 
England.’ 

A Layton spokesman said: ‘*We 


*News of World’ Profit 


Combined profits of the News 
f the World group and sub 
sidiary companies was £957,696 
for the year ended June WO, 1990 
(£901,430 in preceding year) 


advertise in The Ambassador to 
reach the textile people, who use a 
lot of colour. About 10,000 copies 
of the journal go abroad, and we 
thought it would be a nice thing to 
do and a good way of making the 
Conference known abroad. We be- 
lieve this is the first time the Con- 
ference has been publicised in this 
particular way."’ 


Ad. Revenue Reduced 


Transport Losses 


Lord Hurcomb, chairman of the 
British Transport Commission, told 
a Press conference on Tuesday that, 
despite working deficits during 1949 
on docks and canals, hotels, railway 
catering and restaurant cars, the 
surpluses of £2,.252,554 from com- 
mercial advertising and £1,208,403 
from rentals from bookstalls, shops, 
etc., served to produce a net gain 
over 1948 in the category of non- 
Carry ing-activities 

The Commission's second an- 
nual report and statement of 
accounts showed the following 
commercial advertising net receipts 
London Transport Executive, 
£1,291 Railway Executive, 
£653,995: Road Passenger Trans- 
port Companies, £256,390; Road 
Haulage Executive, £40,388. Hotels 
Executive, £4,727; Docks and In- 
land Waterways Executive, £5,409 
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Work Begins on 
- 
951 Glasgow 
Exhibition 

Armstrong & Co. (Wridale) 
Lid., have been given the contract 
for seven of the cight sections in 
the 100,000 sq-foot Festival of 
Britain Exhibition of Industrial 
Power, which opens at Kelvin 
Hall, Glasgow, next year, Work 
began on Monday 

The exhibition will be prefabri- 
cated in the contractor's Ashton- 
under-Lyne factories and com- 
pleted at the end of the year. One 
factory of 24,000 square feet is 
being devoted entirely to the pre- 
fabrication, together with part of 
another factory with 22,000 
square feet capacity and a 20 
acte open site The contract is 
additional to normal work for 
the B.LF. and other exhibitions 

When the prefabricated units 
are constructed they will go to a 
store in Lanarkshire and will be 
erected in Kelvin Hall between 
April 11 and May 28 next year 

The sections being built will 
house representative exhibits of 
atomic energy, shipbuilding and 
railways, hydro-electricity, coal 
mines, civil engineering and 
irrigation, a rest section for use 
by the public and coal and water 
as 4 source of power 


Newnes’ Sales Are 
Up 50 Per Cent 


A total increase in the sale of the 
company's journals of more than 

) per cent since June last year was 
recorded by Sir Frank Newnes, 
Bt., chairman, at the fifty-third 
annual meeting of George Newnes 
Ltd, last week 

Woman's Own had practically 
doubled its circulation in this 
period, and now exceeded 1,750,000 
copies per issue, Home Notes more 
than 450,000: Amateur Gardening 
and The Smallholder had the highest 
sales in their history, and Country 
Life had maintained its position as 
one of the most influential adver- 
tising media for property announce- 
ments and advertisements of quality 
products 

Altogether the group possessed 
more than fifty publications 
weekhes and monthlies. Its trade 
and technical Press interests were 
well represented by the Temple 
Press and National Trade Press 
journals 

Sir Frank also said that the 
company was now actively engaged 
in marketing Chambers’s Encyclo- 
paedta 


Day4zlo Used In Direct 
Mail Folder 

The Plessey Co 
direct mail a folder to aero 
nautical executives on the day 
before the opening of the Society 
of British Aircraft Constructors 
exhibition at Farnborough. The 
folder had a red arrow in Day-glo 
fluorescent ink on the front, and 
1 white label personally addressed 
by the Chadwick-Latz method. 
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G. D. Bryson Says Why Mars Sponsors 
‘Much Binding’ 


‘NOT ENOUGH OPPORTUNITY FOR 
ADVERTISING IN BRITAIN TO-DAY’ 


There is not enough oppor- 
tunity for advertising in Britain 
today. This is the opinion of 
Mr. George D. Bryson, of 
Young & Rubicam Ltd., the 
agency connected with the con- 
tract, signed on Monday, to 
put the ** Much Binding*’ show 
on Radio Luxembourg for a 
thirty-five weeks’ season 


The restricted media situation is 
at least partly responsible for this, 
the second big radio show in recent 
weeks, also handled by Young & 
Rubicam, to go over to sponsor- 
ship 

Indicating how the space short- 
age hits big advertisers, Mr. Bry- 
son, in an interview with Apver- 
riser WEEKLY, said he knew of a 
manufacturer who was cpared to 
allocate £170,000 this year for sales 
promotion, yet the manufacturer's 
media advisers had set aside 
£29,000 and £42,000 under separate 
heads because the space was not 
available 

“One London evening paper,”’ 
said Mr. Bryson, ‘‘is proposing to 
allow me for one product a 4-in 
d.c. space once a month. I think it 
would be a waste of my client's 
money tO accept under such con- 
ditions. 


**But suppose the Evening Stan- 
dard (not the paper referred to) 
were to offer me a whole page once 
a week. I have three clients who 
would snap it up 


** Advertising is an extension of 
selling. It does not exist to put 
more moncy into publishers’ pock- 
ets, nor to swell the commussion 
earned by agents, Its purpose is to 
put the advertiser's message before 
the public efficiently and economic- 
ally. Commercial radio is an addi- 
tional medium, and is not a threat 
to existing media. If commercial 
radio is introduced into this coun- 


try it will add to the advertising 
opportunities available."* 
Murdoch, Kenneth 


Diana Morrison are to appear in 
Luxembourg series, 
which begins recording under its 
old title **‘Much Binding in the 


Towers, of Towers of London, who 


woud te bare Old wune to drink And 
bet odd old Nees to weer But they 
be thet tie them to grew old 


and, mungling with the stains of 
varth and weather the 


LOTUS Veldtschoen 


CLARA NTERD 


Copy Still Stands 
After 27 Years 


still come up fresh and smiling, as 
from the September 9 issue of the 


It was written by Haslam Mills, 
W. Hobson's in Manchester 


Waddicor & Partners Ltd., who 
remembers the copy 


aloud as he poured out the great 
man's afternoon tea! 


is paying the group “4 sum in 
excess of £50,000"" for the present 


contract and for the option to 


retain their services for two more 
years. Harry Alan Towers will put 
their programmes, for different 
sponsors, on other radio Stations 
in Australia, New Zealand and 
South Africa 

The Radio Luxembourg series is 
sponsored by Mars Lid. and will 
feature Mars Bars, Crest, Banjo 
and Spangles. It will be bundled by 
Young & Rubicam Ltd.. .gents for 
Banjo and Spangles, w! will co- 
operate with Masius & | ergusson 
Ltd., agents for Mars Sars and 
Crest 
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‘Tribune’ Will Not 
‘Fold Up’ 

The political weekly Tribune 
is to appear fortnightly in future 
“to make possible the publication 
of monthly pamphiets”. 

A statement in the September 
15 issue says: 

“We would prefer to continue 
publication weekly instead of 
fortnightly. But there is a diffi- 
culty, During the past few years 
costs of production have been 
going up steeply. ¢ irculation has 
been going up too, but not as fast 
as we would wish. Other papers 
have folded up altogether 
Tribune does not propose to fold 
up 


Kay Murphy Taking British Direct 


Mail To U.S. Conference 


More than 100 examples of 
the best British direct mail 
advertising will be displayed at 
the annual conference of the 
American Direct Mai! Adver- 
tising Association to be held in 
New York next month 

They are being taken by Miss 
Kay Murphy, advertising mana- 
ger, Linguaphone Lid. and last 
year’s chairman of the British 
Direct Mail Advertising Associa- 
tion, who will be the first speaker 
at the first session of the con- 
ference, which opens at the 
Roosevelt Hotel on October 4 

Among the British direct mail 
exhibits at the New York con- 
ference will be the portfolio 
compiled last year by the 
B.D.M.A.A including 
winning specimens, and two 
booklets produced by S. H. 
Benson Lid. for Guinness. One 
of these amplifies the “Alice in 
Wonderland” theme used in 
Guinness Press and poster ad- 
vertising, while the other quotes 
from books, stories rd legal 
actions in which Guinness has 
been mentioned. One istration 
is of a drawing by Phiz from 


Teamwork Saved *Radio Times’, But Without Ads. 


For the first time since the Radio 
Times began publication, on Sep 
tember 28, 1923, last week's issuc 
contained no advertisements. This 
was the result of a last-minute hitch 
in the arrangements for printing on 
the Kemsley presses at Manchester 

Behind the publication of this 
emergency edition there is a story 
of teamwork by Radio Times staff, 
led by Mr. GS Strode, head of 
B.B.C. Pubhecations 

An editorial and advertisement 
team, flown to Manchester, pre- 
pared and passed for poess a com- 
Plete issuc, containing advertise- 
ments, which was to have been run 
off on the Daily Graphic presses, 
but by Tuesday evening it became 
clear that objections were being 
raised from the operative side 


Attempts to overcome the objection 
when it finally became appar- 


carried out at Manchester 

Times team returned 
to London and began preparing 
issue covering nine days’ 


Thursday and con- 
tinued until 4 p.m. on Sunday 
worked continuously 
Manchester edition fo 
y-four hours, saw the whole 
thrown overboard*’, 
then flew back to London to begin 


emergency edition « on the 
presses they began work on this 
week's edition, thus pussing for 


press three editions in five days 
This week's edition has 40 pages 
(44 television) in which there are 


eight pages of advertisements and 


84 pages in the 2,300,000 copies 


of the television editi Today 
(Thursday) they are pissing proofs 
of next week's edition, 44 and 
48 pages, with normal advertise 
ments 

The traffic staff had to revise 
their plans to meet the w situa- 
tion. They flew twenty tors of 


copies to Scotland on Thursday, 
and made emergency 


rangements 


ar 

with British Road Transport to 
distribute copies to 

centres 


provincial 


Pickwick Papers, showing Samue} 
Weller writing a letter, with a 
Guinness advertisement on the 
wall 

The Wellington Press Postal 
Advertising Service Ltd. has pro- 
vided two folders. One illus- 
trates a complete mailing cam- 
paign for a refrigerator, the other 
illustrating different methods of 
printing and their application for 
different types of campaign 

Miss Murphy is taking with her 
specimens from the Chadwick- 
Latz organisation illustrating 
various methods of matching in. 
from Kirkland Bridge showing 
some of his appeals campaigns, 
one from her own company, and 
a collection of the Space Buyer's 
Gazette letter sent out monthly 
by The Lady 

A Direct Mail Centre file shows 
full campaigns, demonstrating 
their objectives and methods 


BRIGHTER 
HOMES 
EXHIBITION 


TUES 12" SEPT. & 


SAT. SEPT 


OPEN 


FENTON STREET 
DRILL HALL 


100 cos ROUND THE (OANER 


Nevin D. Hirst (Advertising) Ltd., 


of Leeds, which has been hand- 
line publicity for the Brighter 
Homes Exhibition, believes that 
this poster, 15 ft. x 25 ft., is th 
largest which has appeared in 
Leeds for a long time. Organisers 


f the exhibition are Provincial 
Exhibitions Led 
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‘Express’ Carries First 
Ad. In Four Colours: 
Half-Page For Wall's 


On,Tuesday between 120,000 
and 150,000 copies of the Daily 
Express, mostly in the Birming- 
ham area, carried a half-page 
advertisement in four colours 
for Wall's ice cream 

The advertisement comprised six 
panels, the first five of which each 
contained a sketch-drawing of a 
family enjoying itself on holiday or 
at home with the aid of the ice 
cream. To cach sketch there was a 
colour background of blue, yellow 
or red. 

Mr. Leslic W. Needham, adver- 
tisement director, Express group, 
said that, with the concurrence of 
Wall's and Lintas, their advertising 
agents, it had been decided that 
this first full-colour attempt should 
be elementary in character. The 
bulk of the papers carrying the 
four-colour advertisement were 
directed to the Birmingham area 
on the wishes of the advertiser, 
but it also appeared in some of the 
later London editions. In the re- 
mainder of the Daily Express 
circulation the advertisement ap- 
peared in black and blue only 

The value of the advertisement,‘ 
he emphasised, depended very 
largely on the way it was mer- 
chandised. The advertisers and 
their agents were ensuring that the 
whole of the trade knew about 
the advertisement and that many 
of the retailers received copies on 
their breakfast table. They were 
also arranging for reprints 

One machine at the Express 
office has been fitted with a three- 
colour deck, and the Daily Express, 
Mr. Needham claimed, was the 
only national paper able to produce 
four-<colour advertisements. 

Discussing whether this impor- 
tant step was “‘worth while’’, he 
said: ““Anything that is new in 
advertising is worth while. Some 
people still think it is foolish of us 
to have two-colour advertisements 
when our space is sold over and 
over again. We don't make money 
out of colour advertisements; but 
it is enterprise, and anything that 
points to the future is worth 
doing.*’ 

A great deal had been learnt 
about colour printing since the 
Express carried colour advertise- 
ments before the war 


Taking a long view, Mr. Need- 
ham said that four-colour printing 
would obviously introduce a new 
conception into advertising. It 
would mean that advertisers would 
be able to reproduce packs in their 
true colours, and that newspapers 
would be able to do what was now 
left to the magazines 

The four-colour half-pages were 
at present restricted to the page 
three position, which was already 
booked up a long way ahead 

If the experiment proved success- 
ful, the obvious development would 
be that other machines would be 
similarly equipped and that full- 
colour advertising would become 
a regular feature of daily news- 
papers 


London Exhibition 
Of Sereen Process 
> 
Printing 

Mr. F. W. Mackenzie, of the 
London School of Printing and 
Graphic Arts, is organising an 
exhibition of screen process print- 
ing at the St. Bride Ins‘itute, Fleet 
Street, from Monday to next 
Friday 

Visitors will see the new Master 
Monarch screen printing machine, 
which ts being publicly exhibited for 
the first time. The McCormick 
machine, which has achieved world- 
wide sales since last year’s exhibi- 
tion, will again be shown, but in 
improved form. Mr. Walter Taylor, 
of Expedite Publicity Co., is 
Staging a black light"’ display of 
activated Day-Glo, and the Auto- 
type Co. are introducing a new 
type of photo-stencil material 
which has been developed in secret 
over the last two years 

In addition to the showing of 
specimens from screen processors, 
examples of work from America 
and the Continent have been 
secured in order to provide a basis 
for comparison. A copy of a screen 
process film made by Victor 
Strauss, of New York, is on its 
way and will be shown if it arrives 
in time 

The exhibition opens at 10 a.m 
daily and closes at 8 p.m. and ad- 
mussion 1s free 
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H. W. Craddock 


D. M. Saunders 


C, Ducker 


LS.B.A. Golden Jubilee Conference 
Opens On Tuesday 


A last-minute rush of applica- 
tions to attend the Incorporated 
Society of British Advertisers Gol- 
den Jubilee Conference, which 
opens at the Connaught Rooms on 
Tuesday, has left the organisers 
confident that sessions and func- 
tions will be keenly attended. By 
Tuesday more than 260 registra- 
tions had been made 

Greatest interest centres on the 
opening session—from which visi- 
tors and the Press are being ex- 
cluded—the title of which is ** The 
1.S.B.A.'s Second Half<entury’’ 
The discussion at this session, over 
which Mr. C. B. Wrey, chairman 
of the Society, will preside, will 
help to mould 1.8.3.A. policy 

Of almost equal interest will be 


Another Chicago 
Fair Next Year 


Britain did more than a third 
of the total business at the 
Chicago International Trade Fair, 
last month, says Printers Ink. A 
very conservative over - the 
counter sales volume estimate ‘s 
$15 million and British sales 
topped $5 million. German sales 
were over $4 millon 

Plans have already begun for 


another Fair next year, from 
September 10-23. A $} million 
campaign fund is being sub 


scribed 

Printers’ Ink reports that new 
business for American advertising 
agencies and marketing experts 
failed to develop to any great 
degree 


An internationai cxhibition 
dealing with the hotel, restaurant 
and cafe business opens in 
Amsterdam on September 29 


DOLCIS CLAIM FIRST COLOUR HALF-PAGE FOR SHOES 


What is claimed to be the first 
half-page in colour ever to be 
used by a shoe company in a na- 
tional daily appeared in the Daily 
Express on September 20 carry 
ing an announcement for Dolcis 

This was a follow-up to the whole 
page which Dolcis used in the Daily 
Mirror on August 31 and which will 
be repeated as a whole page in the 
October 6 issue of the Daily 
Graphi 

Mr. John Anderson, Dolcis ad- 
vertising manager, says that this 


biggest-ever Press campaign for 
shoes is integfated closely with 
display and merchandising plans 
for the Dolcis Autumn Fashion 
Fair in over 200 branches through- 
out the country 

Main idea behind the campaign 
is to secure the promotion of Dolcis 
shoes in relation to the fashion 
world as a whole 

The advertisement is dominated 
by a full-length fashion sketch 
associated with the slogan ‘‘the 
world of fashion at your feet". 


Supporting copy stresses the in- 
fluence of the company's fashion 
studio in interpreting prevailing 
fashion in terms of shoe design, 
and draws attention to Dolcts’s ex- 
clusive rights to designs by many 
internationally famous makers 
Shoe sketches in line technique 
representative of various style 
ranges are shown subordinately 

The campaign has been planned 
in collaboration with the company ‘s 
agents, Dudley Turner & Vincent, 
and Studios A.Y. Lid 


Wednesday's sessions on *‘The 
Future of Branded Goods'’, Sir 
Cynl Jones (chairman, 
Clark Lid.) presiding, and ** The 
Advertiser and the Advertising 
Agent’’, at which 1S.B.A. have 
invited three agency men—S. D 
Dickson (Stanley D. Dickson), 
Cyrus Ducker (L.P_E.) and D. M 
Saunders Walter Thompson 
Co.)—to speak. Mr. P. G. F 
Warburton (Richard Hudnut Ltd.) 
will preside, and Mr. H. W. Crad- 
dock (president of the Incorporated 
Advertising Managers Association) 
will put the view of the advertiser. 

Mr. Leslie W. Needham, director 
of advertising, Express News- 
papers, has arrang at short notice 
a visit to the Daily Express at 9.30 
p.m. on Tuesday, and delegates 
and visitors are also being invited 
to a B.B.C. reception, to the Daily 
Mail, and to a display of adver- 
testing films 

Probably the most popular func- 
tion will be the Jubilee dinner, at 
the Dorchester Hotel on Wednes- 
day, when Mr. Anthony Eden will 
be the principal speaker, and Sir 
Harold Bowden, president of the 
Society, will preside 


IHuminated Inn Sign 
‘Detrimental’ 


Upholding the view that ao 
illuminated inn sign would be 
detrimental to the amenities of 
the district, the Ministry of Towa 
and Country Planning has upheld 
the Manchester Corporation ban 
on the familiar “Huntsman” sign 


on the Old House at Home 
Withington, Manchester 
Joshua Tetley & Sons Ltd 


brewers, had proposed to erect 
the sign, measuring three feet by 
two feet, at the inn 


Folkestone Ad. Plans 


The Publicity sub-committee of 
Folkestone Council have recom- 
mended that Press advertising for 
the town should be confined to 
national newspapers, bul that ad 
vertising filmiets should be con 
tinued. They have deferred con 
sideration of a poster scheme and 
also how the money granted for 
advertising this year should be 
allocated 
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CLUB NEWS 
Difference Between 
1851 and 1951 


Ihe 195] 
great 


Festival will give 
encouragement to dollar- 
winning industries and to export 
trade Mr Stanley Clement 
Davies, son of the Liberal leader 
im the Commons, and a member 
of the Festival of Britain Organ- 
sation, told members at South 
ampton Publicity Club's first 
lunch-time meeting of the new 
season 

Mr. Davies said the Festival 
would differ from the Great Ex 
hibition of 1851 as it would be 
spread all over the country 
Major exhibitions would be held 
in Glasgow and Belfast as well 
as in London 

New Irish Chairman 
Invested 

The Publicity Club of Ireland 
opened its 1950-51 session with a 
luncheon on September 14, when 
Mr. Pau! F. Miller, head of the 
Economic Co-operation Adminis- 
tration Mission to Ireland, spoke 
on “Telling the F.C.A. Story”’ 
The luncheon room was decorated 
with posters 

Betore the lunch the outgoing 
chairman, Mr. Michael J. Clarke, 
invested the 1950-51 chairman, Mr 
Edward MacSweeney. with the 
chain of office 


Diploma Presentation 

At the Publicity Club of Sheffield 
luncheon meeting last Friday Mr 
Stanley Moffett, director of educa 
tion, presented an Advertising 
Association Diploma to Mr. I 
Smith, and intermediate certifi 
cates to Miss J. W. Burrell and 
Messrs. D. A. P. Hughes, R. R 
Spooner, D. J. S. Earl, J. Furniss 
and T. R. Gokithorpe 


JEFKINS TO BROADCAST 

Mr. F. W. Jefkins, secretary of 
the Publicity Club of North Wales, 
is to broadcast a talk on the B. B.C 
Welsh Home Service, after the 6 
o'clock news tomorrow (Friday) 
He will talk about the club and the 
Publicity Convention which starts 
the following day 


41 the recent meeting of the Hall 
Publicity Club. Left to right: Ellis 
F. Hopper, president, J. W. Hallo- 
well, advertisement manager, ** Hull 
Daily Mail’’; R. G. Tarran, who 
spoke on the rebuilding and planning 
of the city of Hull 


Influence Of The 
» 

Provincial Press 

The growth in the political in- 
fluence of the provincial 
during the past ten 
commented upon by Mr. Viadimir 
Pohakoff, the diplomatic corre- 
spondent, speaking on the inter 
national situation at a luncheon 
meeting of the Publicity Club of 
Leeds last Thursday 

“Ten years ago,’* he said, ** not 
one single foreign embassy in 
London knew really what the 
provinces were saying 

“Today the provincial Press fol- 
lows the news from abroad with 
unfailing attention. It studies it 
closely, and has the courage of 
expressing views without waiting 
for supreme guidance.*’ 


Press 


years was 


Death of A. H. Ros: 


Mr. Albert Henry Ross, a 
former director of S. H. Benson 
Lid., with which company he was 
msocuited for thirty-one years, 
died last Thursday aged 69. He was 
4a Pioneer in agency work and a 
founder member of the Institute of 
Incorporated Practitioners in Ad- 
vertising 

Mr. Ross began his career with 
Lever Bros. & Unilever Lid. and 
joned S. H. Benson Ltd. in 1910 
During his association with the 
agency he wrote copy, controlled 
the printing department, was an 
account executive, production chief, 
and supervised the film department 
He was appointed a director im 
1936 and retired in 1947 

Mr. Ross was made an honorary 
Fellow of the LLP.A. in 1945 in 
recognition of his long and valuable 
services. He served for several 
years as a member of the Institute's 
Council, and sat on many special 


technical committees. In 1937 he 
Fellow. He was 
responsible for the 


was clected a 


largely Type 
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A. S. J. (Peter) Painter has 
joined Sells Lid. as joint managing 
director with Miss Olive Hirst. 
C. H. Sell remains chairman 


Before going to E. KR. Howard 
Lid., of Stowmarket January 
last year, as Managing director, 
Mr. Painter was assistant manag- 
ing director, International Chemi 
cal Co, Earlier he had been 


general sales manager, Koray Ltd., 
with Tokalon Ltd swith 
Meggeson & Co. Ltd 


McCarthy, assistant to 
A. A. Barr, Wakefield Castrol 
publicity manager, has been pro 
moted to an executive position 
in the company’s motor sales 
department L. T Sultan and 
K. E. Shurey have been appointed 
joint assistant Wakefield publicity 
managers. In Mr. Barr's absence 
Mr. Sultan will act as his deputy 


P. J. Sanders has joined D. H 
Brocklesby Lid. as accounts execu- 
tive. He was for some years adver- 
tising and sales manager to a firm 
of motor accessory manufacturers, 
and later sales controller at H. R 
Owen 


To mark 21 years service with 
Games & Toys, Alfred Berg, pro- 
duction manager, was presented 
last week with an inscribed gold 
watch and a cheque by H, 
Simmons, editor-proprictor. <A 
cheque was also presented to 
Miss Jacobson, persona! assistant 
to the editor, who that week com 
pleted 30 years’ service 


Bulletin, which in 1943 was issued 


by the Institute in association 
with the Newspaper Proprietors 
Association and the Newspaper 
Society 

Mr. C. Anstice Brown, direc- 
tor, L.LP.A., writes Mr. Ross 
always avoided the ‘limelight’, and 
although | can well imagine his 
objecting to anything in the nature 
of a funeral oration in his praise, | 
shall be grateful if you will allow 
me, through your columns, to pay 
this short and quite idequate 


tribute to his memory 

“Of his long and invaluable 
services to S. H. Benson Ltd. it is 
not for me to speak. Others, too, 


can speak with more authority than 
myself of his ability and outstand- 
ing Knowledge of technical produc- 


tion. | may record, however, that 
[ have on many occasions heard 
him, as a representative of the 
Institute, of which he was a Fellow, 
discussing the most intricate tech- 
mical pomts with printers, block 
makers, electrotypers and others, 


E. Coia Neale, formerly adver- 
tising manager, Dolcis Shoe Co., 
has been appointed publicity and 
public relations officer, Saxone 

hoe Co., with offices at Kil- 

marnock, Ayrshire Mr. Neale 

is a native of Glasgow, and on 

returning to Scotland has dropped 

the “Neale,” and is resuming the 

name of his birth, Emilio Coia. 

P. L. B. Hollyer has recently re- 
joined Armstrong-Warden Ltd. as 
an account executive, after being 
away from them since 1947. Mr 
Hollyer was with the agency before 
and after the war, and then became 
London representative to William 
Byles & Sons Ltd., later joining 
Wiley Displays Ltd. He is the son 
of H. B. Hollyer, publicity officer 
for Torquay Corporation 

Robert Clark has resigned his 
partnership in Library Advertising 
Service, Glasgow. Gilbert M"Harg 
Easton is carrying on the business 
under its original name 


A. D. Sharpe has been ap- 
pointed advertisement manager of 
Psychic World, re-issued this 
week after a suspension of three 
years. This is his first appoint- 
ment in advertising 

Miss Eileen Cull is leaving C. P. 
Wakefield Ltd., to become copy- 
writer-visualiser with V. Pethick 
Ltd. from October 2 

Miss G. R. Fletcher has been 
appointed space buyer for How- 
ards Publicity Ltd., Manchester 


A Founder Member of L.1.P.A. 


and noted with admiring satisfac- 
tion the deference which those ex- 
Pperts paid to every remark he made 
and every view he expressed. In 
argument, and indeed in all he did, 
was scrupulously honest and 
scrupulously fair, and was, accord- 
ingly, respected and liked by all 
with whom he had dealings 
**His services to the Institute, as 
a member of the Council, as a 
lecturer, as a member of technical 
committees, and as an adviser on 
the subject of which he was a 
master, were manifold. Never did 
| appeal to him for advice or help, 
however great the work which 
might be involved, but he gave it 
in full measure and with such 
readiness and charm that he almost 
made me feel that it was I and not 
he who was conferring the favour 
Even after his retirement his ser- 
vices tin the help of others were 
always available. His kindness 
knew no bounds. Men such as Mr 
Ross are indeed the salt of the 
earth.”’ 
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ry’ bd ’ andard 
Concerns Us All Comme ting on 

F the Advertising Association 

throw its weight into the battle the 


iS Waging against the danger 


acting in accordance with its proy 


the advertising business 
It might perhaps be argued tt 


only the poster and sign organisat 


be both small-minded and fallac 
clearly wish to impose harsh an 


provision of outdoor advertisin 


the concern of the advertisers an 


these particular facilities as it 
There is another, and more tur 

by a body that represents all sick 

that a threat to any section of ad 


Advertising is besieged by hostiic 


iton varying fronts and with diverse 


to restrict and repress 
i wraith, Such an attack can or 
The whole force of the advertis 
co-ordinated, must be brought t 
fronts under pressure 

This goes for the newspapers 
is for advertisers and agents 4 

i} 


Press alone possesses the power t 


The Advertising Associition 


Parhamentary: and Public Affairs 


with contidence, am 


discussion of pros and cons 


ne prospect ot 


as seems probable, decides to the price of newsprint, and 

fr the present average (British 
repressive control, it will be ind Se jinaviar ‘ a ton 
role as the central body of » as xh as £4 c write 

ks that i vspapers 

¢ matter is one that concerns MS With De & Cripplog ww. An 
crease of £5 a ton would, for 

Such a contention would example, cost the / group 


Certain influential bodies about £8.000 a week 


inequitable restrictions on the There w ca vement 
tie This is past as much to merease selling es he 
rinues Ihe / news 
ulvertising agents who use 
pap pos indes 
s¢ who provide them 
t the ib siep 
tal pustiication tor action Since one can ! Nagin 
It should never be forgotten ne creased 
is a threat to the whole without unanimity a “a ry 
Though they may assail 
weapons, they have a common nerease will con 
wcomes as ineffective as 
fefeated by unity of purpose be a 12 for 
peopl who Juc saics 
discreetly directed and 
of the 
car when any sector the * going stands 


ertisine. os well British Aircraft 
the more so because the QM SALES °" 
BROCHURES 


ch hive by ad 


through its newly formed ipplying 
Committee, should go ahead R p its to the craft mundus 
not be delaved by over ne try produced a ‘ on the 
very 

piet factory 


Paved With Good Intentions atlema 


LL rieht-minded people w 


PA for its spirited riposte to the 


Abercombie (and endorsed by Lor 


tising signs of London 


The brigt coloured lights 
life, and we should hate t we the 
To contirm how true this is one 
sightseers in Procadilly Circus of 
evening 

Preca lilly ¢ teu Ss A he mi 


he honestly whreves Thal publ 


by the gaudy signs that so offer 
is entitled to his opinion, but 
kind of hiehbrow-dominated we 


be hell to mos 


with good intentions! 


NET SALB IN EXCESS OF 50,001 


And the way to that hell is paved 


th i fires fice and 
applaud the Ne Chronich anded of the 
itribe launched by Sir Patric W 
d Samuel) against the adver icked up by MI where in 
Russia W it iw obliged 
, f you didn't d ig he said 

in essential part of Londor 
rites the News Chronic [we successfu to ge 
need only watch the crowds of Much Binding R Luxem 
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To-morrow’s Topics 


popular with British audiences, 
on to the “other side.” 

Ihe people behind the move 
believe, though this may prove 
wishful thinking, that the Bever- 
dge Committee will recommend 
some form of commercial radio 
for Britain obably one follow 
ng the Australian pattern Their 
plan 18 to raise listenership of 
Radio Luxembourg by presenting 
ym it the cream of British radio 


rf ers and so “soften up” 


any possible opposition to com 
mercial radio in principle 

\ Cope OF STANDARDS for the 

Display Producers and Silk 

Sereen Printers Association, as 

suggested by Mr. Alan Whit 

worth although 


STANDARDS highly desirable, is 
CODE FOR not such a simple 


plan as would first 

DISPLAY appear. As pointed 

out by a member 

it the conclusion of Mr. Whit 

What about the 
man round the corner?” 

Display covers such a vast field 

In that profession there are many 

large firms and, let's face it, how 


worth’s address 


many of them belong to the 
DPSS.PLA Exhibition pro 


ducers would also be involved 


This ge industry overlaps int 
the ou ld ne tr ide I here are 
indeed many obstacles to be 


overcome and there would have 


to be a great deal of “give and 


— — 
Leeps ts a fortunate city in that 

has two evening newspapers 
printed and published locally 
ch maintain =the 


highest standards 


FORTUNATE journalism 


and these are very 
CITY high indeed. Both 

can claim to be 
venerable as well as up-to-date 
Longest established is the York 
shire Evening News, which cele 
brated 75th anniversary in 
November 1947, and will be 78 
on November § this year This 
was the first Yorkshire 


newspaper to print simultane 


pourn 


ously at Doncaster as well as at 
Leeds The 25th anniversary of 
the Doncaster edition was cele 


brated last May 

Omniy a tew years younger is 
Yorkshire Evening Post 
wh has just celebrated its 
d ond jubilee 
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Tommy Grant, Director and General 
Manager of McCann Erickson Advertising Ltd. 


There's a lively look about his eyes and he has that 
restlessness so often found in the man who is ever looking 
forward to tomorrow and tomorrow. A man who 
can recognise a good idea in a flash, who is impatient 
of fools but generous in his praise for work well donc. 
Tommy Grant was originally articled to a chartered 
accountant, but when he came out of the first world 
war he decided he wanted something more exhilarating. 
Thus, he came into advertising. He has remained in 

it ever since 

With 4 natural bent for figures it was not surprising 
that he should take to media and campaign planning, 
and although his present day position as General 
Manager of McCann Erickson Ltd. no longer allows 
him to concentrate on any particular aspect of 
advertising, his expert knowledge resulting from 29 
years’ experience ts still frequently sought after 

As a sportsman he has played every kind of game, 
and played most of them well. But today, now that 
he has retired from active sport, he ts seldom to be 
found as a spectator. As befits a man of action, he 
likes playing but not watching 

He complains, in common with many of his kind, 
that campaign planning is more difficult today than 
ever before. This is because of space shortage. He 
freely admits that many of the McCann Erickson 
accounts would advertise far more frequently in the 
Daily Mirror if more space was to be had. However, 
he well understands the reason for the Mirror's 
popularity as a medium for most products. With the 
world’s largest daily net sale, it has an inch per 
thousand space rate (-90d.) which is still by a large 


margin the lowest of any National daily 


Daily Mirror 
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them what they want to know. 


POLICY PLATFORM 


ey Don’t Want To Read It?—! 


The general public read advertisements deliberately, because advertisements tell 
And the sooner this is gene rally realised, the 
sooner shall we be in a position to defend our industry against ill-intentioned attacks. 


By HARRY HENRY 


Director, Market Information Services Ltd. 


SepremBer 21, 1950 
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‘onsense! 


HE advertising industry 
may not yet be fighting for 
its life, but it is certainly 

doing poorly in a very active 

cold war 

The struggle revolves around 
the question of whether adver 
tising is @ necessary part of the 
social and economic system, or 
whether it is @ parasitic growth 
to be tolerated only as long as it 
is unavoidable and discarded as 
soon as possible. What makes 
the situation worse is that a large 
part of the advertising industry 
does not know that the war is on 
ind that even the rest is hope 
lessly divided in its Views on what 
should be done about it 


* * * 


EW advertising men under- 
stand the economic theory of 
idvertising—after all, why should 
they? Economics is a_ difficult 
discipline. Unfortunately, practi 
cally none of the few economists 
who have written on the subject 
have taken the trouble to find out 
precisely how advertising works 
nor has the industry done much 
to ensure that they should. (They 
order these things differently in 
the United States, but that is 
another story.) But, in this field, 
if advertising interests have 
failed to do anything construc 
tive they have at least refrained 
from stabbing their industry in 
the back 
In what may be termed the 
moral” field, however, adver 
tising provides its own fifth 
column. It is almost universally 
sccepted, even by those people 
who irgue most hotly that 
udvertising is an economic neces 
sity, that the public do not really 
want it, and that the sight or 
sound of an advertisement is 
invariably an unpleasant pill 
which must be coated with some 
form of jam before it will be 
swallowed 
Che first consequences of this 
ittitude have been that, thanks 
to the workings of the Town and 
Country Planning § Act local 
planners in conflict with advertis 
ing interests have been able to 
get away with the eeneral rule 


that any outdoor advertisement is 


“injurious to amenities” except 


where the neighbourhood is 
already so squalid that there are 
no amenities to be injured. That 
people might like to see a cheer- 
ful well-designed poster is 
apparently an argument that no 
body has thought of using, and 
the ultimate results of this 
neglect have yet to be seen. The 
implications of the same attitude 
in the fields of transportation 
advertising, radio advertising, and 
cinema advertising are likely to 
be equally grave and far-reach 
ing 

So far Press advertising has 
been moderately immune from 
criticism, which explains the 
curiously schizophrenic attitude 
of the Press towards attacks on 
other sections of the industry: the 
necessity for defending advertis 
ing as a whole is overridden by 
the publisher's short-sighted wil! 
ingness to watch the hamstringing 
of a competitor for advertising 
expenditure, since it is not yet 
realised that if we do not all 
hang together we shal! al) hang 
separately. But when the attack 
does come the anti-advertising 
forces will find their battle 
already for them 
because of the general accep 
tance, in advertising circles, of 
the misleading quarter-truth 
They don't want to read i! 

They don't want to read it" 
is the sort of phrase which 
legitimately be used by a copy 
chef when pointing out to a 
trainee that advertising 
should not, if it can be ay 
be turgid. Even in these circu 


stances it ts a form of speec! 
best described as “exaggeration 
for the sake of effect in any 
others, it is flatly untrue And 


it is worth noting in passing that 
the creative boys, who put 
howls of protest every time ar 
research is done into the effect 
of their work on the buying 
public, are very fond of produc 
ing rules and apothegms of this 
sort, despite their continued 
claims that creative work cannot 
be done to rule 

HE net result of all this is that 

people read advertisements b 
cause they want to. and that a 
the tricks of the trade in regard 


to positioning, illustration, smart 
copy and the rest, though they 
may increase slightly degree 
of attention gained do not 
obscure the fundamental truth 
that advertisements are deliberate- 
ly read by potential customers in 
order to acquire information. The 
two-inch or three-inch single 
column mail order advertisement, 
badly written and worse illus- 
rated, still gets itself a degree 
of attention out of al! proportion 
to its size, sumply because the 
reading public is interested in 
buying things, and does not want 
to muss a bargain 


* 

TTVHIS is not to say that advertis- 
ing copy should not be well- 
written, or that layouts should 
not strive after the highest 
possible eye catching and 
interest-holding potentia How 
ever willing the reader may be to 
look at your advertisement, it is 
easy enough to choke him off if 
you try hard enough, and print 
enough pictures of your client's 
factory But to saddle yourself 
it the outset with an acute 
inferiority complex, by subserib 
ing to the entirely false belief 
that “they don’t want to read it,” 
does not only mean a diversion 
f your own efforts into fruitless 
channels: it is a betray to the 
anti-advertisement cranks of ad 
Vertising s most powerful weapon 
the fact that the gene public 
read advertisements deliberately 


ertisements tell them 
what they want to know And 
the sooner this is generally 
realised the sooner we shall be in 
4 position to defend our industry 
igainst ill-intentioned attacks 
For if the public really do not 
want to read advertisements, then 
the whole of the advertising set 


because ac 


up becomes nothing mere than 
the background for a gigantic 
confidence-trick, by means of 
which a gullible population is 
tempted and lured. through the 
wiles of the visualiser, the artist 


ind the copywriter, into giving 
4 grudging attention to some 
thing it would much rather not 
look at And on these terms a 


crash is inevitable, since it is 


impossible to fool all the people 
all the time 


Fortunately for all our self 
respect, sufficient information is 
now available about what people 
read and look at in their maga- 
zines and newspapers for very 
reasonable deductions to be made 
about what they wanr to read 
and like to read. For consider 
the facts of the situation as they 
have emerged during the last twe 
or three years. 

The average advertisement in a 
newspaper Or Magazine is seen by 
about a third of all the people 
reading the periodical, and actu 
ally read by upwards of a fifth of 
them. What is more, the pro- 
portion is higher in magazines 
(where most advertisements have 
to be looked for) than in news- 
papers (where they are im- 
mediately apparent). Many of 
the editorial items score a lower 
percentage of attention than this, 
particularly such features as 
sports articles, fashion articles, 
cinema articles and political news 

In the case of newspapers it 
might possibly be argued that 
readers cannot physically avoid 
seeing advertisements. In fact, 
as anybody who has ever done 
any actual research on the sub- 
ject knows, they can and do 
avoid them. From a solid mass 
of display advertisements on a 
newspaper page the human eye 
picks out the two or three in 
which its owner has some interest 
and ignores the remainder, in the 
same way as women do not 
notice the sports news and men 
the fashion articles 


* * * 


I UT this argument, which it is 
2 easy enough to demolish in the 
case of newspapers, cannot even 
make out a prima facie case as 
regards magazines It is per- 
fectly possible to avoid seeing the 
advertisements in Punch, or John 
Bull, or Lilliput: the fact that 
advertisements in these publica 
tions get just as much attention 
as the advertisements in maga 
zines which (in deference to the 
unreasoning superstitions of ad- 
vertising agents and their clients) 
offer a major proportion of “next 
matter” positions. is in itself un- 
deniable proof that looking at 
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Nobody Buys Corsets! 


thing an advertiser sells is or two and asked himself what craving the purchaser 
always different from what hopes to satisfy when he buys the product.” 


his customer buys 
Perhaps he sells costly per- 
fume. His customer buys the 


I has been well said that the “Not one advertiser in ten has ever sat down for an hour 
| 


ts, girdles, foundation gar Maybe different w n have 5 
hope of sex-appeal, or the pride nents, or whatever they are called differing wishes in which case 
of using something fabulously tt year What appetite is a you have to decide wh narket 
extravagant, or the kind of self woman hoping to satisfy when to attack But wi er you 
confidence that comes with wear she encompasses her body in one = decide, you can be c n from 
ing real diamonds or platinum of these contraptions? Does she the start that what you istomers | 
mink Again, an advertiser may don't want is a strait-iacket of 
sell clothes, but his customer buys spring stee!. whaleb lastex 


warmth, or modesty, or the envy 


canvas, nylon, voile whatever 
of the woman who lives next Rey 1eWw of a1) It 


you have to sel want a 
door, He may sell life insurance 


figure such as nature never made 
but his customer buys peace cf Advertising and until you've convinced them Y WAKE THE MOST OF YOUR : 
mind 5 that you can produce it you had KODAK 
To succeed in advertising by better keep quiet a the sor Fila | 
therefore, is quite an elementary 7 did details of the tort you pro = : ~~ yo eee 


Operation You simply have to 


find out what a woman really ‘ i 4 ments you have chosen for the 


wants when she goes shopping purpose Hard to imagine a more effec 
for your type of product, and A psychologist has fold us that tive mbination of headlines and 
then demonstrate that your par hope to become-—or to remain when we eget down to funda illustration to give effect 
ticular brand is an answer to the pretty and popular? Does she mentals we shall find that objects advice 
maiden’s prayer. The best answer want to eat plenty of what she are never desired. What is desired 
or the cheapest, the most con fancies without visibly paying the is the satisfaction f certain realve that not One advertiser in Pay 
venient—-or the most fashionable — penalty? Does she hope to cravings. Very often these crav ten has ever sat down for an a 
{ > or flavoursome ivoid the scornful glances of ings are of a kind that no ordin hour or two and asked himself 
5 Suppose, for the sake of argu oth women —or provoke the market research could ever what craving the purchaser hopes 
q ment, that you want to sel idmiring stares of their husbands? reveal or exactly define. Some to satisfy when he buys the 
times they lie dormant and un product 
suspected until an advertising Profit is alt that retailers are 
3 _ campaign stirs th p ind nterested in says a chent of 
; occasionally they seem s . nine, and never reflects that they 
from the object we a also have ambditions—-ambit ions 
that only an advertising genius to extend their business, to buy ic 
can put his finger firmly on them another shop, to increase the Ue 
But they are well worth seeking Fatlo of erghaghhe to overheads, to 
Giving complete coverage over the whole of for the man who first finds and id 
Wales and Monmouthshire. ights the led When Persi!’s famous campaign 
in 1s about the woman who thought 
= —— her son's shirt was white first 
E R y nh Off-hand I can think of ten in made its ippearance it was 
dustries in which not > adver widely admired for its technique e 


| tiser shows any sign of knowing Its own sr rm a said to 


ring hy pend 
| rT caring why pe spen have believed that it was success 
money on his product rather 


| & ful because t made , women 
AND SOUTH WALES NEWS doubtfu ind nistrustful about 
their own washing methods. But 
The national daily of Wales and Monmouthshire. | idvertiser simply describes t can be argued that its greatest - 
| praises his product w ut even strength lay in its dramatic appeal 2 
ttempting to show how it satisfi to the competitive instinct—the 
EVERY EVERERG | 
or prosperity, love securit Jones's or outshine the neigh 
| self-respect or freed fren bours. Women do look at the 
! Is that flesh is heir t nd they do desire with almost 
AND EXPRESS Yet most of the g est suc ferocious intensity that their 
cesses in advertising ve beer children will shine more brightly 
LARGEST CIRCULATION IN WALES | founded on the sim; formula than their playmates Persil's 
. of reminding the reader in a success was founded not on fear 
forcible or persuasive way of a hut upon hope 
craving. and then showing that 


the product complet satisfies 


It IS ALWAYS a pleasure to see 


it You want the hx eats. We ‘ 
CARDIFF TIMES weal have them” is the for a nm advertising campaign that ts 


simolest form. Compare it witt at least partially unselfish or pub 
‘ “ spirite he Metropolitan 
The family weekly of interest to everyone. We have the hes? seats vr * The I ile pirited T { poli 
greatest name in box offices” and . 
you'll har wit? 
For further WESTERN MAIL AND ECHO LTD Pa ee ae ut health and 
particulars Head Office St. Mary St. CARDIFF. Tel. 7000 ' How diseases are an outstanding 
apply London Office 176, Fleet St. E.C.4 Tel. Cent. 4691 Il. look at the tradk 4 tect nple in 
vical journals ind ! will Continued page viii) 
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by advertising in 
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When typenetting remember thal a 
te read 6 
12 pt. than 18 
than 24 Mi 


| he “ thickening-up "’ of type resulting from offset printing 


is reduced by the modern 


Chancery Lane works 


greater improvements are 


a typeface of even “colour anc 


serifs. We like any sans serif, also 

A 

% choice 


LTD 
Lane 
2882 


type wider than 2) 10 
4 fue i4@itn 


methods 
of CHARLES 


possible 


or Rockwell 


pression possible 


wider 


the 


Still 


specify 
well-bracketed 
h faces as Emerson, 
Imprint, Plantin, Times Roman 


Whatever your 


on 


Charles and Read to produce 


the cleanest and sharpest im- 


Now 


If not 


The way to 
make the 


break 
The bracing 
or the mellow 
are quickly 


If you can 


most of Autumn 


the time to enjo 


and set yoursell up for the winte 


reshness of the sea 


beauty of the A 
and comfortably reache 


by rail 


take a week-end of more 


there ts a wide range of cheap tickets 


makine even a day worthwhile 
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There is always a good reception for 


CHIVERS JAMS 


in silver lined pens 


CHIVERS & SONS LTD. The Orchard Factory, HISTON, CAMBRIDGE 
”~ 


at Plontrase Muntungdor and Tork 


This advertisement puzzles Copytaster, who wonders whether there 
is some purely local joke The cutting was sent him from Ipswich 
‘ls television reception notoriously bad there he asks 
this country the makers of photo- newspaper—and | am stumped 

graphic film have set an excel- to know war to say 
lent example Jam 1 s have always be 
Both Selo and Kodak have at lieved that mere repetition of 
times published single advertise- their names. with or without 
ments of campaigns designed to) guch “clever” embellishments as 
helr he mat ret 
help the amateur ¢ better this, is the best policy. and I can 
results. Kodak do a great deal hardly believe that any words of 
of developing and printing and = mine will change thei opinions 
should be able to tell very accur- One day. of course. somebody 
ately what are the m« common will do a really persuasive cam 
mistakes, and I have no doubt paign and then the rest will fol 
that camera-shake comes very low—but the time (unlike th 
high on the st l “— be fruit) is not ripe 
hard to imagine a more effective 
ompdination 1diines anc 
name publicity” 1s so jejune that 
istration to call at mn to the } 
A it even the cider manufacturers with 
ay n ws i ny 
ghia “ — their love of bad puns would 
that we do not s ch con 
' resitate to use it, but I cannot 
structive advertising ofter hel 
- wondering whether there is 
n other fields Wt yall we 
: p i some purely local joke Is recep 
see manuractt give ac 
yer hin tion of television notoriously bad 
vice on looking er the machine . 
1d 1 saf ? in Ipswich Have the B.BC., by 
ny roa Safety 
any ch ince deen doing a tele 
* * ¥ vision about a jam 
For REASONS known only to factory? I can scarcely believe 
himself an Ipswich r ler asks that anybody has gone to such 
what think of this Chivers jam lengths as these merely to make 
advertisement fre ocal 1 joke about “reception.” 
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This is the first of a series of articles on advertising facilities and media 


in Africa, specially commissioned from H. DESCHAMPSNEUPS, Overseas 
Manager, F. C. Pritchard, Wood and Partners, who has been covering the 
continent by air during the past two months. Exclusive to Advertiser's 
Weekly, these articles will give an up-to-the-minute picture of conditions 
in some of the world’s most interesting markets. 


The Press The Main Medium 
In Egypt And The Sudan 


T was hot in Cairo when,I 

arrived by B.O.A.C. at 

eleven o'clock in the even- 
ing, and many Cairo people 
had gone out to Alexandria and 
Port Said for some sea air. It 
was also hot flying up to Khar- 
toum from Cairo, although the 
heavy rains in the Sudan had 
brought the temperature down. 

It is about a thousand miles 
from Cairo to Khartoum by air 
That is one reason why Egypt and 
the Sudan should not be considered 
together from an advertising media 
point of view 

They are, moreover, separate 
*s, separately governed and 
with different outlooks. On the 


other hand, their languages are 
similar in that English, Arabic and 
Greek are spoken in both-—with, of 
course, French additionally in 
Egypt There is a movement, 


though not a very strong one, for 
Egypt to take over the Sudan; and, 
of course, the life blood of both ts 
the River Nile. During the whole 
of my travels from the very North 
of Egypt to the very South of the 
Sudan, | practically never lost sight 
of the Nile 

At the start you must under- 
stand that the great majority of the 
peoples of the Nile are not poten- 
tial consumers of advertised goods. 
There are, accordingly, no adver- 
tising media to reach them. Out of 
twenty million Egyptians, not more 
than a million or so can be con- 
sidered possible purchasers, and 
the figure for the Sudan is only a 
few thousands. But within these 
limits you have reasonably good 
advertising facilities in Egypt and 
adequate ones in the Sudan, bear- 
ing in mind the influence of the 
United Kingdom media, especially 
in the latter country 


THere are several advertising 


agencies in Egypt, but you must 
be very careful to choose one 
which really does offer sound and 
unbiased service. Be on your guard 
against agencies tied to other inter- 
ests With one or two notable 

ns, the standard of Egyp- 


tian agencies is lower than that to 
which we are accustomed at home, 
and I cannot stress too strongly 


how cautious you must be in this 
matter. If no agency is used the 
advertising can be placed direct 
from London, provided that careful 
selection of media is made. 

Equally important, in my opi- 
nion, is the absolute necessity for 
the manufacturer or exporter to do 
his own advertising, and not merely 
hand over the appropriation to the 
sales agent. This policy —bad in any 
market—must almost inevitably 
lead to disaster in Egypt, and no 
British exporter should consider it 
for one moment. In the Sudan 
there are at present no advertising 


agencies, although one is thinking 


of starting up later this year. It is 
quite easy, however, to deal direct 
with the Press, but do not, ot 
course, have it handled from 
Egypt 

* * 

TAKING the Press as the most 
important kind of medium in the 
Nile Valley, in Egypt you will find, 
as we have seen, four main lan- 
guages—English, French, Arabic 
and Greek, and one subsidiary 


language, Armenian. In the Su- 
dan you will find English, Arabic 
and Greek, but po French or 
Armenian 

From our point of view the local 
English Press is of considerable 
importance, although in Egypt it is 
restricted to the Egyptian Gazette, 
which appears five days a week in 
the mornings, with a circulation of 
about 14,000, and on Sundays 
with a circulation of about 15,500 
On the day does not appear, 
Saturday, there is the Feyptian 
Mail, with roughly the same circu 
lation and readership. But 
half the circulations are taken by 
N.A.A.F.L. and are of reduced 
vulue in consequence 

In the Sudan there are two daily 
English papers, the Sudan Star and 
the Sudan Herald, both appearing 


about 


in the afternoon. They are pub- 
lished daily except Friday, and 
have enlarged Sunday cditions 

The Arabic Press is, in both 


countries, essential for reaching the 
mass of the people. In Egypt the 
two great Arabe morning daily 
papers, Al Ahram and Al Misri, 
have circulations around the 80,000 
mark, the former being indepen- 
dent politically, and the latter 


representing the popular party now 
in power. 

There are three other Arabic 
dailies with circulations around 
20,000, Sawt-Fl-Omma, Al Kotla 
and Al IAwhan El Mislimeen, but 
they are each political, and their 
circulations vary with the fortunes 
of their parties. The one first-class 
evening Arabic paper, A/ Zamane, 
has a circulation of 35,000, An- 
other, Al Mokattam, has a smaller 
but older readership 

In the Sudan the 
consists of the two daily 
El Rai El Amm and Sew 
and a third, Fi Nil 
rather strong politica 
should be used with ¢ 

The French da Press is, of 


confined to Egypt 


Aratic Press 
papers 
Fl Sudan, 
which has 
views and 


course, it s of 
great importance ordinary 
commercial life Frenct preferred 
«0 English. In the top class is La 


ning daily 
8.000 circulation 


Bourse Eeyptienne , an eve 
with most of its 
in and around Cairo. After that 
you have Le Journal dit gyple, 
which goes into Syria and Israel as 
well, and another daily morning 
De Progres Exyptien. Alexandria 
there is Le Journal d° Alexandrie in 
the evenings. The circulation of 
the first three is from ten to twenty 
thousand 


* + 


THERE are two principal Greek 
dailies, cach with circulations 
around the 10,000 mark, called 
Phos, which covers Cairo, and 
Tachydromos for Alexandria, Re- 
tween them, they cater for nearly 
all the Greek-speaking people. And 
the Sudan has a Greek daily—the 
Sudan Chronicle. Finally, there are 
two Egyptian dailies printed in 
Armenian, Houssaper and Arev 

It can be said in Egypt that datlies 
are more usually read by the men 

daily papers are “‘‘serious’’ 
there, although in the Sudan the 
absence of local magazines means 
that the dailies are read by both 
sexes. But in Egypt the women read 
the weekly and monthly publica- 
tions. These constitute, therefore, 
an important section of media, 
more especially as they have gene- 


rally some 15 per cent of their 
circulation outside Fgypt—in Syria, 
the Lebanon, and so on. The 


Arabic weeklies will give quite a 


Features Section of 
ADVERTISER'S WEEKLY 


reasonable Middle East coverage 
on this basis 

There are no English magazines 
published weekly in Egypt and onl 
two relatively unimportant Gree 
ones. But in Arabic you have the 
two great weeklies A/ Jincin and 
Al Mussawar with circulations of 
about 100,000 apiece. 

The former is more especially for 
women, and the latter of more 
general news interest. Both are 
printed in photogravure. 


* 

are also the weekly 
Akbhar Fl Yom, which its a kind of 
Sunday paper with 75,000 crcula- 
tion, Asher Sea and Mussamarat 
Gueth. And iw the monthly 


Arabic field you have the women's 
Bent El Nil, and the great Al Hilal, 
with 60,000 circulation, and also 
the film magazine Al Kawahich 

In French you will find Pnages, 
the counterpart, really, to Al 
Mussawar and also printed in 
photogravure, together with several 
others, such as Je Dis and Actualite, 
which is like AAbhar £/ Yor 

The technical and trade Press is 
weak, the best probably being Le 
Journal de Commerce et de la 
Marine. There ate some specialised 
publications, for doctors, motor 
dealers and aviation people, and 
each Chamber of Commerce has 
its own bulletin. 

Going back to the Sudan, re- 
member that nearly all the English 
weekly and monthly periodicals 
circulate there quite extensively 
You find them in hotels and clubs, 
and many people take outsubscrip- 
tions. Your U.K. advertising in the 
magazines will have some effect, 
therefore, in the Sudan. The same 
thing would be true of Egypt, but 
to a much lesser extent. You can 
buy English magazines and Ameri- 
can (except when they are 
banned) but they do not have quite 
as much weight as in the Sudan 

Turning to other media, we 
shall have to omit the Sudan be- 
cause there really are not any there 
at all. It is possible to put up signs 
but only on individuals’ walls 
with their permission. Cinema 
slides are not used. There are few 
shops as we know them for window 


too 
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How War Threat Affects 
Overseas Marketing 


By MAX K. ADLER, D.Se.Pol., B.Sc. (Eeon.) 
RESEARCH SECTION, ODHAMS PRESS 


HESE are the questions 

many businessmen are ask- 
ing: How does the deepening 
crisis in the international scene 
affect my exports? What has 
Korea done to my business? 
Will the danger of war increase 
or decrease my prospects in the 
world markets? 

There is no one answer to any of 
these. The various markets and 
commodities will be affected in 
different ways. But there are some 
general tendencies which will make 
themselves felt very sox it is just 
as well both for the individual 
manufacturer and for the country 
as a whole to recognise these 
portents of a new dev pment 

Every war, and every preparation 
for it, has one immediate conse- 


quence: the raw materials, vitally 
necessary for British industry, be- 
come scarcer and therefore dearer 


This affects adversely eaports from 
this country, because the exporter 
has to calculate his prices on the 


basis not of what he has paid so 
far for his raw materials, but what 
he will have to pay next me when 


his present stocks have run out 
Thus, the clouds on the political 
firmament increase t once the 
prices for export goods and make 
sales abroad more difficult 

But the goods con ed in this 
country become dearer, too. The 
workers, in the present state of full 
employment, are strong enough to 
get wage increases if they want to 
do so. It is only tubborn 


campaign against this race between 
prices and wages which has kept 
the wage level down. When prices 
rise Still more it is difficult to see 


how wage increases can be avoided 
This would result in a further price 
increase of export goods which 
would be superimposed on an al- 
ready difficult position 

Even before the present inter- 


national situation led to war pre- 
parations, the British exporter 
suffered from the well-known fact 


that prices of imports have rmsen 
much more than those of our ex- 
ports. In actual figures, prices of 
total imports are 32 per cent higher 
than in 1938, while prices of total 
exports rose only by 19 per cent. 
This means that we have to send 
more goods abroad order to 
obtain the same quantity of goods 
as im pre-war times 


On the other hand, this develop- 
nent dicates that tt nations 
producing ma raw ils for 
’ lustries ha ed their 

lards of living. TI re, they 

‘ re fror 

to pay 


that certain point has been reached 
our businessmen will be unable to 
sell abroad at all, or their sales will 
be heavily restricted 

What this point is cannot be 
predicted generally, but export 
managers will have to do some 
hard thinking in order to discover 
beforehand what will heppen to 
their particular lines. They will 
have to use even more than now 
all means of persuasion, of which 
Advertising is the most important, 
in order to maintain their position 
in their respective fields 

We are most anxious not to lose 
our precious foothold in the dollar 
world. How will! it be affected by 
this time of increased armaments 
and political insecurity? 


Increasing American 
Production 


The U.S.A. are devoting an in- 
creasing amount of their economic 
resources to producing weapons o 
wur. In every other country this 
would mean a decrease in the pro- 
duction of consumer goods for 
civilian use, with consequently 
greater opportunities—of making 


up the difference—for foreign 
exporters. 
Ihe Americans have shown, 


however, in both world wars that 
they can increase the productivity 
of their industries to such an extent 
that more war goods and mote 
civilian commodities can be pro- 


duced at the same time. In addi- 


tion, American industry has still 
not reached its highest output 
capacity; well over three million 
unemployed can be still drawn into 
the industrial process. 

Thus there is not much hope for 
British exporters to increase their 
sales to the States in order to make 
good the gap between American 
demand and American production 

There is another factor influenc- 
ing Sales to the U.S.A.—and also 
to most other countries. We have 
committed ourselves to more arma- 
ment production, too 

The weapons of war are mainly 
the products of our engineering 
industries and they, on their part, 
rely heavily on our machine tool 
manufacturers. But it is exactly 
these industries which have so far 
provided the largest single share 
on Our exports. To give only two 
examples: In May of this year 
metal and engineering products 
exported to the U.S.A. were nearly 
one-third (31 per cent) of our total 
exports to that country, while their 


Share of exports to Canada am- 


ounted to well over half (57 per 


cent) the same month 
What ts gor happ to these 
exports at a tir when ti dd 
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responsible for so large a share on 
our export drive? This is less an 
economic question than a political 
onc. In other words, it will depend 
largely on Government decisions 
as to which way our existing plants 
will be used—in what proportion 
they will produce goods for export 
and weapons of war 

This decision is extremely diffi- 
cult, for our international commit- 
ments include the provision of large 
and well-equipped armed forces, 
while our great difficulties in bal- 
ancing our external trade account 
drive us to more and more efforts 
to sell abroad whatever the for- 
cigner will accept from us 

It is only necessary to look at 
one of our great industries to drive 
the point home. We have never 
done better in exporting motor 
vehicles than in the last four years 
The productivity of our motor 
manufacturing concerns has risen 
much more than any other industry 
in this country. They have built up 
an immense amount of invaluable 
goodwill towards their products, 
especially in the most useful market, 
the United States 

But if we want to have more 
tanks, more trucks, more motorised 
guns and other military equip- 
ment on four wheels we will have to 
restrict the production, and there- 
fore the export, of motor vehicles, 
unless production can be stepped 
up to such an extent that both 
civilian and military requirements 
can be met at the same time. You 
cannot construct overnight large 
and complicated factories, even if 
the capital for doing so were forth- 
coming, which it most emphatically 
is not 

The Government is the arbiter 
between these two pressing needs 
Fewer exports, of course, mean a 
lowering of our standards of living, 
for in spite of Marshall aid we can 
only pay for what we need by selling 
our goods abroad. This will come 
about just at a time when demand 
backed by purchasing power will 
rise to the level we knew during the 
war. Money chases goods, and 


xi 


goods become dearer; higher prices 
then make for higher wages in their 
turn. Thus the only too well-known 
inflationary spiral is set into 
mouoen 

Besides all the other detrimental 
factors, it will affect adversely the 
exports of even those industries 
which are not called upon to con- 
tribute to the increased armaments 
drive—the industries producing 
those traditional exports which are 
already up against the competition 
of other countries in world mar- 
kets. The textile industry is a not- 
able example. Ideally, British tex- 
tiles should step into the breach 
caused by the turning of the metal 
industries towards more arms 
production. It is, however, hard to 
see how they can increase their 
exports at a time when the great 
post-war demand for textiles has 
come to an end, and when their 
former competitors, especially 
Japan and Germany, are making 
new and strenuous efforts to get 
their share of the export business 

The picture is, however, not 
entirely dark. The fear of war 
makes many people abroad buy 
more goods. On the one hand, 
they are anxious to buy while the 
things they want are still available; 
on the other, they have learnt that 
an economy of war, or approaching 
war, leads to a lowering of the value 
of their money, and they try to 
convert it into something more 
tangible and stable. Quite apart 
from the immensely increased de- 
mand for a large range of com- 
modities for equipping inc reasingly 
larger armies, the civilian popula- 
tion is less adverse to buying foreign 
goods and to paying reasonably 
higher prices for them 

British exporters will have to 
show their mettle both as producers 
and as salesmen in order to over- 
come the difficulties in the world 
markets generated by the present 
international situation. They will 
have to push their wares harder 
than before; and they will have to 
use to an increasing extent those 
modern weapons of aggressive 
selling which are provided by the 
experts in market research, in 
merchandising, and in advertising 


THE PRESS THE MAIN MEDIUM 


IN EGYPT AND THE SUDAN 


(Continued from page ix) 


display, most being of the bazaar 
type 

In Egypt, on the other hand, 
there are poster sites in the larger 
towns, although there 1s not much 
effective control over the sites 
Neon signs are very popular, but 
again individual attention has to 
be given to each location 

Window display, in Cairo, Alex- 
andria and so on, 1s good, and 
make use of display 
material extensively It is not 


necessary for displays to be paid 


retailers 


for by the manufacturer 
Of cinema idvertising | 
would sugg e larger 
tow t of ver d tful value 
bec j sound 
Im k the te B in 
te e still iit pos- 


sible in this way to get a very wide 
national coverage 

Finally, direct mail, while largely 
undeveloped as yet, has a good 
future, In my opimon 

In spite of all the difficulties I 
have mentioned, Egypt has reason- 
ably good advertising media and 
can develop into an important 
export market, providing care 1s 
taken in how the advertising 1s both 
planned and carried out. The 
Sudan is a market more for the 
future than the present, cxcept to 
the few Bri and Europear 


there, but it has immense possibil- 
ties 

That, then, ts the Nile Valley ad 
verti g picture as I saw it. In my 
next article I shall move further 


South and try t mma 


we know as British East Africa 
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Why Doesn't British Industry Lift 
The tron Curtain? 
ASKS A SPECIAL CORRESPONDENT 


OES British industry really sympathy for this point of view 
want the world to know But does it not arise from too 
about its achievements’? Some- tow a view of the size and 
times I doubt it. How difficult oventialities (of our export mar- 
ets; in ali conscience they are bi 

it 18 to get most manu! acturers enough for everybody News te 
to part with good news stories given and fully shared would not 
most industrial correspondents only be valuable propaganda 
know. abroad, but would help to enlarge 
I am concerned not wih adver- the vision of our own industry as 
tising or informative literature such well. Far better, I should have 
as brochures and catalogues, but thought, for, say, two Walsall 
simply and solely with news—trade gentlemen to combine in telling 
and industrial news for the overseas their story to the world than to 
i daily and period cal Press—par- build an iron curtain between each 


(MOUSTRY THE CENTRAL MORTH AFRICAN TEORITORIES 


A COMPLETE COVERAGE 
i... for CENTRAL AFRICA 


The RHODESIAN RECORDER, published 
monthly in Salisbury is a comprehensive trade 
journal giving full coverage over the compara- 
tively untapped markets of Northern and 
Southern Rhodesia, Kenya, Uganda, Tanganyika, 
Portuguese East and West Africa and the Belgian 
Congo. 


ticularly overseas. For news about other. 


Mf you want to sell Textiles and Clothing; Foot- British productivity and export Now give a sympathetic thought 
wear and Leather Goods; Furniture; Hardware achievement is as important as that © people who want to tell the 
and Domestic Appliances; Cosmetics; Toys and of a major battle. it. 
Fancy Goods ; Foodstuffs; Machinery and equip- Most daily newspapers as well as = P like 1S. 
ment for the light and heavy industries; then technical and trade journals want A ne 
consistent advertising in the RHODESIAN to publish stories about industry, ee _ ‘ile th ustria oe 
ab “se are ave 
sams }=©=6 RECORDER will materially help you in your always provided, of course, that they OW valuable these are ave offen 
— . —_ rit » felt like embracing a director who 
selling campaign are news. Lam not criticising any 
part of the newspaper industry. It mea newsy picture; not 
Full particulars from is the average manufacturer I am a catalogue picture of a 
} — getting at. In the vast majority of ™4chine or a product, but a lively 
== SOUTH AFRICAN JOURNALS LTD. petting ot. che vest may, of matbine 
MS Norfolk St., Strand, London, w.c2 news about what nside his action. You many make the 
x = Phone—TEMple Bar 869! factory or about hi ons with article of its kind in the world, but 
== Sunlight House, Quay St., Manchester 3 his home and overs stomers sack to 
Is it that he will 1 that he the 
3169 object Of pictures 1s to make people 


look 
Undoubtedly the most effective 


Take first the ma will not 


itement 


way Of pulling oul stories is to 
— lor employ a tull-time specialist 
{ i” in ihe we nas Gone 
| 7 . There is no reason in the world 


Past hur nd why dissemination of 1 $ 
} There are people in NORWAY’S rears. If the so-and-so foreigner should be either baflling or expen- 
doesn know avout t si We are already contributing 
in DENMARK SECOND cITY it's just too bad ri funds 


One member of class ution to British Government Infor- 
: who don’t read the leading newspaper is is the man ¢ news mation Services whose departments 
; Bergens Tidende, which about his concern lest  COM- function in most parts of the world 


: HJEMMET serves not only Bergen itself petitor around the corner picks UP —- Part of their job is to put out just 


hints 


: but a wide area of Western the kind of news to which IL have 
: BUT they are not the people Norway and is recognised as One has a certain unt of referrec 
in whom you as a British the first advertising mediur en 
advertiser are primarily outside Oslo. its net sale of _— » 
interested. HJEMMET enters 46,928 is slightly larger thar Round The Wor ld Quickly 
very third Danish home that of its three nearest ; ” 
combined. yet A BRITISH trade Weekly, from journal had expanded to 96 pp. by 
October 20-27, is being organ- July. Contents cover Indian indus- 
of th 
it-covers the top third of the it is the newspaper of the ised in Lima, Peru, by 1 ecretary tries, insurance, agriculture, com- 
market better class homes. British of the British Chamtx f Com- pany reports and news of the 
advertisers will find Bergens merece, Edificio “*La Nacional’’ mercantile community 
ALT for damerne Tidende the most economical 402, Ayacucho j09, Lima. A > a ‘ 
4 «ff means of British motor show wi held at i 
Hjemmet's sister magazine ang errective me the same time RAbIo usually pays best as 
for the modern woman, now establishing their products . . * part of a comprehensive 
Western Norway advertising campaign,’ say the 
94,545 « es weekly 
wor MACHINERY, chemicals, plas- authors of Radio Advertising in 
and your BERGENS crials, factured Seuth Africa, a booklet recently 
advertising women's rood i raw mat ll be sublished by Davenport & Meye 
} } wil pu eny é eyer 
products TIDENDE Crechoslovakia’s ma imports (Pty.) Ltd., Johannesburg, the 
trom the U.K. d ig second commercial managers of Lourenco 
7 ~ year § trade unde ve-year Marques Radio 
REPRESENTED BY Anglo- roslovak agree- 


. South Africa labels marked 
‘“‘approximately one ounce’, 
special interest British which bind skeins of British knit- 
expo rs rv / Vercan- ting wool, have to be removed 


Cua an, indus- before sal These labels conflict 
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JOSHUA B. POWERS LTO. 14 COCKSPUR STREET, LONDON, 5S All & Industries Act and the regulations which 
Telephone : WHI 33056 and 33667 Pubhcations in Bomt Started in stipulate that the net weight must 


February with a 56-page issue, the be stated without qualification. 


Laer 
= 4 
= 
4 
| 


SerTeMBeR 21, 1950 


COMMERCIAL FILMS 


Reviews Of Vew Productions 


HOW HARD SHOULD THE 
TRUMPET BE BLOWN? 


NE of the most difficult ports 
for a sponsor to decide 18 just 
how much of a publicity boost his 
films will take before they begin to 
creak under the blast of their own 
trumpeting 
‘“The Manufacture of Stanton 
Spun Iron is a straight- 
forward and very Competent account 
of spun iron pipemaking by the 
method. The audience 
not left in any doubt as to its 


centriluga 


chnical contents— their eyes 
follow the process of their manu- 
facture It therefore, as 
rather a shock to hear the commen- 
tator say, towards the end of the 
film: ** Before dispatch to all parts 
of the world, the pipes are stencilled 
with the name that is now world 
famous."’ The audience have al- 
ready seen the stencilling for 
themselves 

A second film entitled ‘*The 
Manufacture Of Stanton Concrete 
Products*’ features the Stanton 
lighting columns, which are coming 
into great prominence along our 
highways, They have an elegance 
all their own 

Both films were made by the 
Merlin Film Co., of whom more 
will undoubtedly be heard, if they 
continue to maintain the present 
standards of photography 


comes, 


Catching the Common 
Cold 


N the latest **This Is Britain”’ 

series, the C.O.1. centres our 
attention on three items connected 
with the nation’s health. The 
camera visits a factory, where 
$00,000 hypodermic needles are 
manufactured each week. 

A call is made on the Common 
Cold Research Unit at Salisbury, 
where many gallant folk of both 
sexes have offered their noses for 
infection; thus far, the common 
cold remains common but elusive. 

Finally, the Ministry of Pensions 
Limbfitting Services are shown. 

The nine minutes it takes to sce 
this edition of ** This Is Britain"’ is 
time well spent 


All the Tricks of the 
Trade 


Al THOUGH Younger Budget 

Films have no entrée to the 
cinemas of our three big circuits, 
the list of advertisers, who are 
finding the 54 million people 


reached each week in the inde- 
pendent cinemas worth taking 
screen advertising space for, grows 
longer cach month. Some of these 
advertisers are household names, 
and have been advertising for 25 
years. From the analysis of the 
composition of the audience which 
Younger have made, one need 
not look further for the reason 
Sixty-four per cent of this markct 
are under 35; 6 per cent are 
women, of whom 42 per cent are 
married 

Having seen their latest batch of 
advertising films, | can say that 
there is not a cinematic trick which 
is not being used to bring variety 
into the display 


Life in the Old Town 
Hall 


HE Ministry of Health has 

sponsored an important new 
film on local government. ‘*The 
New Councillor’’ is an objective 
account of the duties awaiting any- 
body who decides to stand for 
election to local council 

We learn through the eyes of a 
successful candidate (an insurance 
agent) how councils function, the 
work of the committees, and the 
role of the town clerk. 

Factory versus home under the 
Town Planning Act, the irritations 
of unemptied dustbins and poor 
bus services are just some of the 
problems to beset the conscientious 
councillor 

Political wrangles are not allowed 
to mar the picture. 

Running time, 30 min. 


Three Films for Works 
Ministry 


A CYCLE of three films have 
“been produced by Basic Films 
Lid. fer the Ministry of Works 

**The Task Before The Building 
Industry** is a survey of building 
development in Britain. The photo- 
graphy tells the story so well that 
the dualogue between two building 
works managers seems almost 
superfluous 

“Care and Maintenance of 
Plant’’ reveals just why on any 
working day of the year, one out of 
every ten machimes in the industry 
is out of action. A couldn’t-care- 
less Johnny tinkers all morning 
with a concrete mixer, which 
splutters into life and dies out again 


The fault ts sheer lack of main- 
tenance. The machine will have to 
be sent to a repair shop already 
working at full pressure on normal 
overhauls 

The film aims to impress building 
workers with a sense of their own 
responsibility, and does « well on 
the whole 

“Watch Your Sup’ seeks to 
reduce the 9,000 accidents which 
occur on building sites annually 
The observance of safety regula- 
tions, combined with some thought 
for the other fcllow, would reduce 
thes loss in lives and working hours. 

The accidents portrayed are 
common ecnough the wan who 
removes a safety board to use as a 
platiorm; the concealed hole in a 
floor covered by an old door 
unmarked. We know cxactly what 
8 going to happen in cach instance, 
and this drives the lesson home 
effectively. It will make the careless 
workman fee! pretty foolish. 


Prestcold 
Car Park 


“THE Prestcold Story’’ intro- 

duces a new sponsor. The 
Pressed Stee! Co. of Oxford have 
begun their career with an 18 min. 
sales film on the making of the 


and the 


A scene from the C.Od. film 


“This is Britain—Health”, 
one stage in the making of hypodermic 
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PAUL NUGAT was 
surprised to hear the 
commentator in an in- 
dustrial film announce 
the obvious —a_ sten- 
cilled product name 
which was there for all 
to see. 


Prestoold refrigerator, Most busi- 
nesses seem to start this way 

One can always see the enthusi- 
asm im first films. The panoramic 
views of the factory and car-park; 
the attitude of “we really must show 
you over the whole works’. Un- 
fortunately, too much of the best 
things blurs the visual memory 

Doubtiessly, the Prestcold refri- 
gerator is an accomplishment off 
scientific precision, but a sales 
story should be told in ten minutes 
One story at a time, please 

The Merlin Film Co. were thel 
producers 


Smoke Without any F ire 


WER Without Smoke (Pube? 
lic Education Films) is not a) 
feather in anybody's cap Brook: 
Motors Ltd. have too big a reputa-) 
tion as manufacturers of alternating? 
current clectric motors to squander 
it on wholly unworthy films. They) 
have played a big part in converting? 
steam-engine driven textile mills to 
electric motors. Indeed, twelved 
Yorkshire textile mills co-operategs 
in the making of this film, which 
was intended to be for technical 
instruction 
I failed to find one saving grace 
in a morass of poor photography, 
distorted sound, and absence off 
continuity, 


showing 


needles. Produced by the 


Crown Film Unit for the Board of Trade, this cinemagazine contains 
three items devoted to health and some aspects of the work of the 
National Health Service 
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& Star diving 
ad Na champion 


Ch;,, 
Al 15, took third 
place in the English ; 
Championship at 
Wembley 19,8... 
Took sixth place, despite 
an injured toe, in the 
Olympic Games 1948 .. 
Won the Hardboard and 
3 metre Springboard 
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titles of England and 
the and 1 metre 

. Springboard of the 
Amateur Swimming 


Association in 
July; 1949 
tan advertising 
distrivuled in 4,0 
' rouchoutl the British Ish 
a 
fa > £) (sai i Grandad 
fo cimema-goers 
as a star BKC personality, | f 4 
1 ts the interviewer-commentator 
} | healre 
in the ‘Players’ films 
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THEATRE PUBLICITY LTD 


sole controllers of 
screen advertising for 


f ODEON AND GAUMONT THEATRES 


Sales and 
Production Offices 
File House, Wardour Street 
London, W.1 


Phone GE Rrard 9292 
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How To Run The Film 
Booking Office 


E. MITCHELL GREENWOOD'S second “know- 
how” article for the commercial film sponsor. 


HEN it comes to forming 
a sponsored film library, 
there is one overriding con- 
sideration: if a film is promised, 
then do everything to keep that 
promise. Every item of library 
organisation is based on this 
rule 
In setting up a film library book- 
ing office, start with the methods of 
dealing with an application. First, 
decide whether to accept written 
applications only, or whether to 
accept telephone and personal 
bookings without written confirma- 
tion 
As far as free loans are concerned, 
a film booking should only be made 
on written application. This pre- 
vents misunderstandings, and the 
written contact adds both to the 
value of the loan to the sponsor and 
the appreciation of the borrower 
The telephone, however, is valuable, 
as it permits the borrower to satisfy 
himself of a film's availability 
before proceeding with other ar- 
rangements such as booking the 
hall, etc. 


The Booking 
Record 


So that a telephone or personal 
enquiry may be dealt with without 
delay, a booking record must be 
readily available to the booking 
clerk. It may be a diary, effective 
when dealing with one or two 
copies; on the other hand, libraries 
which have large numbers of titles, 
each represented by many copies, 
require something more compre- 
hensive. This may take the form of 
visible indices positioned on con- 
veniently placed desks, with easy 
ACCESS 

Between these two extremes are 
alternatives such as wall charts or 
card indices, the latter being quite 
accessible and compact. The cards 
may be in calendar form, August, 
not January, being the best month 
to head the card. As a booking is 
made, the dates are cancelled, in- 
cluding the time allowed for transit 
Sundays, beng non-postal days, are 
marked off. (If they were omitted, 
confusion might arise in the case of 
Sunday bookings.) 

Recording a booking comes next, 
and, to avoid clerical errors, it 
should be done in such a way as will 
afford identical cop es to all those 
who need to be informed. Generally 
this is done by making carbon 
copies Of a booking form, one copy 
going as confirmation to the appli- 
cant, who is thus positively assured 
that both the titles and date are as 
requested, and another to the 
dispatch department, whose respon- 
sibility it is to amend the form to 
include the necessary transit time 
In the case of free loan of sponsored 
films there should be a third copy, 
which may be used to inform 


representatives, etc., of the booking, 
enabling them to make the fullest 
use of the contact and goodwill 
which the loan engenders 

These carbon copies may be made 
in the ordinary way; alternatively 
special multi-part sets, interleaved 
with carbon, may be used, and may 
possibly include a gummed label 
for the use of the dispatch depart- 
ment 

In addition, the dispatch depart- 
ment should have gummed and 
addressed return labels for the 
borrowers’ convenience. These are 
enclosed with the films, together 
with any questionnaire which the 
sponsor desires the borrower to 
complete 

A printed application form ts also 
helpful to the library although its 
chief value lies in the convenience 
afforded to the borrower. The use 
of this should be optional 

Dispatch arrangements should 
include an advice note, which is 
sent out at the same time as the 
film, but separately, giving the 
borrower opportunity to check in 
case of non-arrival of a film 

In this country postal transit is 
the generally accepted method. 
Letter post seems to be the most 
speedy and reliable, but it is con- 
sigerably more expensive than 
parcel post 

If stick-on labels are used on 
fibre boxes without wrappings, be 
sure that they adhere properly. 
Alternatively, use fibre transit cases, 
with built-on compartments for the 
address labels. In this case, these 
will be of card, with the library 
address on the opposite side, so that 
the borrover has only to reverse 
them when returning films 

In urgent cases, films may be sent 
by passenger train, marked ** To be 
called for’’ and addressed to a 
convenient station. When dis- 
patched, the consignee should be 
notified, by ‘phone or wire, by 
which train the film is leaving 


How Films Can Lift 
Living Standards 


Any industrial organisation 
interested in raising the living 
standards of people in the under- 
developed areas of the world 
will find two pamphiets pro- 
duced by Film Centre Ltd. in 
olilaboration with UNESCO, 
worth their close study 

They are “The Film and Fun- 
damental Education” and “Film 
and Filmstrip Projection in Fun- 
damental Education”. The first 
pamphlet surveys the broad field 
of film and its uses and how to 
tackle the organisational prob- 
lems. The second is a blueprint 
for achieving the best results 
with the chosen equipment 
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THE BROOK 


CONTINUOUS FILM 
PROJECTION 
CABINET 


1951 FESTIVAL OF BRITAIN 


The “Brook” is particularly suitable for the projection 
Other methods are 


of films at Local Exhibitions 
also available 

We will gladly advise on the type of installation 
most suited to particular requirements. 

This same projector was used at the Tate & Lyle Stand 
of the Ideal Home Exhibition, where five cabinets 
were installed in series. 


For all particulars write to 


SOUND-SERVICES LTD. 
(AN ASSOCIATE OF THE FILM PRODUCERS GUILD) 
GUILD HOUSE, UPPER ST. MARTIN'S LANE, 
LONDON, W.C.2 


Film Library and Works 
269 KINGSTON ROAD, MERTON PARK, 
LONDON, S.W.19 LiBerty 4291 
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Who sees your films? 


By using a dual purpose 


DAYLIGHT 
CINEMA VAN 


You can screen them anywhere, any time, 


to any audience you may require 


Write for hire terms etc, to: 


BRITISH FILMS LTD. 


199 PICCADILLY, LONDON, W.I!I 


Mobile Projection Specialists 


photo by courtesy of Richard Thomas & Baldwins Limited 
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BRiTisH specialised fim makers 
have every reason to be satisfied 
with their performas at the 
Venice Film Festival. They gained 
seven Ist prizes and three Special 
mentions—children’s fi apart 
G-B Instructional Lid 
won firsts with **Sou in the 
Physics-Maths Section,  [ntroduc- 
tion To The Frog’’ in Natural 
Science Section, **Pape: Chain”’ 


in the Technique and Industry 
Section, ‘*Primitive in the 
Folklore and Landscape Section, 
and **Mediaeval Castk in the 
Geography and History Section 
Merton Park Study of the 
Film Producers’ Guild lined a 
first for E.D.A. Electro- 
Chemistry’ in the Che try Sec- 
tion. The LCI. Film Unit got a 
special mention for Cerebral 


Cortex of the Monk« in the 
Physio-Pathological Section. Basic 
Films Ltd. gained first prize for 


Liver Fluke in G 


reat Britam in 
the Veterinary Sect ell Film 
Unit carned a speci: tion tor 
their British Aircraft Review" in 


the Mechanics Sec 


In the Natural Scic Section 
Halas and Batchelor Cartoons won 
first prize for As Old ¢ Hills*’, 


made for the Anglo-lIranian Oil 
Co. Ltd. And Anglo-Scottish Films 
got a special mention for ‘*‘ Drums 
for a Holiday’’ in the Folklore 


Section 


Face Value... 


The prospective audiences will see your film only once 
the stronger the impression, the better the result 


To our long list of films based on this principle we have 
added another name “Cheminots,” made in a novel and 
interesting technique now touring the railway stations of 
Switzerland to instruct the staff. 


This “Pintoon” Technique offers immense scope. The 
message is brought home effectively in an entertaining 
vein, yet it costs much less than the usual cartoon. 


We'll gladly show you some samples. 


PINSCHEWER FILMS LTD. 


LONDON -: 102 BISHOPSGATE, E.C.2 
Telephone: LONDON WALL 2121 
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HE autumn promises to be a 
very active period for the indus- 
trial relations film. The ten area 
secretaries and public relations 
officers employed by Aims of In- 
dustry report heavy bookings for 
the services of their ten mobile 
film units, which take to the road 
on October 2. The Midlands unit 
is already booked to give seventeen 
showings a week for the next three 
months. Each unit will carry some 
sixteen films from which the pro- 
grammes will be selected. Travelling 
Films Ltd: are again supplying the 
mobile vans and equipment. 


HE North Thames Gas Board 

has been for many years a 
pioneer in furthering visual educa- 
tion about the gas industry. No 
fewer than 400 schools have had 
the benefit of seeimg their films. 
Beginning with the autumn term, 
they are now offering schools a 
new projection service, in which 
a complete projection unit with 
operator will be supplied without 
charge to classes where schools are 
giving secondary or higher educa- 
tion. The only conditio id down 
are that schools must be within the 
Board's arca and that one gas 
industry film must he shown in 
support of a schoo! teacher's lec- 
ture. Sound Services Ltd. will 
provide these facilities 

The Gas Council, by the way, 
are now sponsoring a film on home 
laundries, which is being produced 


by Regent Films Ltd 
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Film Editor Writes . . . 


HAY ICK Hosiery Manufacturers’ 

Association are sponsoring their 
second film—**Border Woollens 
and Knvtwear’’. This film is a 
natural sequel to *“Queen of the 
Border’’, the first film sponsored 
by this Association 


* 


LACKHEATH Film Unit are 

producing a technical two-reeler 
on Cornish granite and its uses in 
architecture and engineering. The 
film is jointly sponsored by firms 
in London and Cornwall con- 
nected with this industry. | under- 
stand that the new river wall on 
the south bank now under con- 
struction for the L.C.C. figures in 
the film, together with scenes fron 
the quarrying districts of Bodmin 
and Penryn 


The Browns 
are at the 
Pictures ! 


So are the Smiths and 
Robinsons - YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there ! Over 15,000,000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 

The quality of Presburys’ 
production of films and 
slides is unsurpassed — and, 
what is more, they PULL 
RESULTS! 


*Based on 40%, of capacity ottendance. 


PRESBURYS 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 
Whitehall 3601 
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You should see the COLOUR in 
BRITANNIA and EVE! (Fifteen full pages). 
OCTOBER* will carry more advertising 
than any issue since 1939. Superb in 
production, powerful in making sales... 

you must use “ B and E” in 1951 


Jj. E. POULTON, Advertisenent Manager, Commonwealth House, New Oxford St., London, W.C.1. HOL. 6955 
MANCHESTER OFFICE : 55, Market Street. Tel. Blackfriars 4109 


MH = Since this issue was planned, the printing dispute has necessitated the transfer of several pages into the November issue 
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all agencies have some insur- 
ance cover against the various 
risks to which they are exposed, 
and equally true that no agency 
is fully covered. In this article 
it is proposed to give an outline 
of the types of cover available, 
and to deal more fully with those 
which are of special interest to 
advertising agencies. 

Fire, Burglary and House- 
breaking risks ate commonly 
covered in respect of business 
property, such as office furniture, 
typewriters, stationery, etc., but 
an agency must look further and 
consider the often large amount 
of client's property retained on 
the premises. This will include 
blocks, art-work, films, ete., and 
sometimes specimens of the 
client's productions, all of which 
would have to be replaced free of 
charge in the event of loss. Some 
ruling should be made as to the 


I: is probably true to say that 


Some Points On Insurance For 
Advertising Agencies 


length of time for which such 
items are to be retained, and 
arrangements made for them to 
be passed to the client at the end 
of that time, or to be disposed 
of if no longer required. Excep- 
tions are bound to arise, and 
must be dealt with on their merits. 
When the period has been agreed, 
a very rough estimate of the 
value held at any one time can 
be made by taking the appro- 
priate number of months of pro- 
duction purchases from the 
financial books, making suitable 
allowances for the value of any 
goods loaned by clients, and for 
items with outside firms. The 
sum to be insured under this 
heading will form a separate 
item in the policy, described as 
“Goods in Trust.” It may be 
noted here that few insurers will 
cover larceny from business 
premises, and the, premiums 
quoted are usually prohibitive 


Plate Glass.—Where an agency 


Haven’t Stands 
become fantastic! 


As an eye-catcher this stand is the goods—but 
will it sell them ? Our idea in stand design is that 


the answer must be a resounding *‘ yes!’ What is 
more, we construct stands at a price that won't 


make you blink. 


We can do it simply because we have all the resources 
together under one roof—a shrewd creative team, 


craftsmen experienced in making the best use of 


materials; extensive fabricating and electrical de part- 


ments, mobile cranes and transport. When you next 
need a stand, ask us for a coloured perspective, plan 


and estimate—free of charge. 


OLYMPIA 


DESIGN AND CONSTRUCTION SERVICE 


OLYMPIA LIMITED 


LONDON Wi4 


occupies ground floor offices of 
the shop type, cover should be 
obtained against the breakage of 
any plate glass, not forgetting the 
cost of lettering 


Consequential Loss.—Ot almost 
equal importance to the Fire Policy 
is a Consequential Loss Policy. 
This type of insurance is far less 
well known. The object is to 
obtain indemnity against loss 
arising from the interruption or 
cessation of work in consequence 
of a fire or other similar accident. 
The dislocation of business may 
entail: 

(a) Reduction in Gross Pro- 
fit, due to a diminished volume 
of business being handled, as 
a result of which there is in- 
sufficient margin to cover the 
standing charges and provide 
any Net Profit. 

(b) Increase in the costs of 
working, when that becomes 
possible, such as the provision 
of additional premises while 


TELEPHONE 


By J. CARLEY, A.S.A.A., IncorporatedjAccountant. 


SHEPHERDS 
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the original ones are being 

restored. 

In planning a policy of this 
type, consideration must be given 
to the standing charges which 
would continue in spite of a fire, 
and to the length of time it would 
take to resume normal operation. 
Unlike, say, a factory, an agency 
would normally arrange to con- 
tinue to pay all its staff, and this 
expense, together with such items 
as directors’ remuneration, 
interest on capital, rent, rates, 
etc., can be covered. 

Most agencies have block-mak- 
ing and some art-work done by 
outside firms, and the dislocation 
and loss which a fire at one such 
firm would cause to an agency 
can be easily imagined. The 
material loss would, of course, 
be covered by the fire policy of 
the firms concerned, but the 
agency itself can cover its loss of 


(Continued on page Xx) 
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how much greater is the value of i? 


POULTRY WORLD 


supplies the answer 


a + it amounts to is this. Between January 
1 and August 10 this year, POULTRY 


Worip carried almost as many Classified 
Advertisements as its three nearest competitors 
put together. In thirty-two issues, the Classified 
Ads. in Pouttry Wortp totalled 10,387, 
whereas the number of “ smalls ” carried by the 
journal’s three main contemporaries in the same 


POULTRY WORLD - DORSET HOUSE - 


STAMFORD STREET - 


period together amounted to only 11,978. Sheer 
pulling power, as assessed time and again by 
regulat advertisers, is the reason for this prepon- 
derance. The value of PouLTRY WORLD as an 
advertising medium is obvious. It is “P.W.” too, 
which each year organizes the National Poultry 
Show. Place your reliance in Britain’s foremost 
weekly paper for poultry farmers and get results ! 
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Who’s the owner? 


The chances are: (1) He’s a farmer who has 
always farmed on a large scale. (2) He’s an 
estate owner supplementing income, or (3) 
A big businessman—WITH CAPITAL! 


All the editorial in SPORT & COUNTRY is 
attuned to this kind of readership which 
represents a veritable goldmine for adver- 
tisers of agricultural and horticultural capital 
equipment. If you are in this business, make 
it YOUR business to see that your advertising 
plans for 1951 include 


THE ONLY ILLUSTRATED NEWSPAPER DEVOTED EXCLUSIVELY TO THE BUSINESS 
SPORTING AND SOCIAL ACTIVITIES OF THE AGRICULTURAL INDUSTRY 


GRAHAME BE. BISHOP, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, WoC 
MANCH BSTER OFFICE: 33 


HOL born 6911 


Blackfriars 


Market Ntreet. Te 
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profit due to such an event by an 
eXtension to its own consequential 
loss policy 

Cash, etc.—Relatively few 
agencies handle cash takings, but 
everyone must draw cash from 
the bank to pay weekly wages, 
petty cash, etc. The recent cases 
of robbery suggest the wisdom of 
covering this risk The annual 


premium will not exceed £1 in 
Most cases 
Fidelity insurance, to guard 


against the dishonesty of named 
employees who handle cash, or 
have opportunities for financial 
fraud, might also be considered. 
Normally this would apply only 
to wage cheques, but there may 
be other cases where employees 


would have an Opportunity to 
misapply funds. The risk of an 
accounts executive taking the 
firm's clients would not 


generally be considered! 

Goods in Transit.—The risk of 
loss of, or damage to, goods in 
transit, whether by carrier or by 
the agency's own staff, is one that 
can easily be covered. When 
parcels containing items whose 
value exceeds the specified limit 
for compensation are regularly 
sent by rail or other public 
carrier, a form of coupon insur- 
ance is most suitable. The appro- 
priate coupons are detached from 
a book supplied by the insurer, 
and stuck on to the parcel! before 
despatch 

Damage to artwork, blocks, 
ete., or their entire loss, while 
being taken by executives in their 
cars, it not covered by ordinary 
motor policies, and consideration 
should be given to this point. A 


policy may be arranged on the 
basis of actual values carried 
(which is the most economical, 


but entails the maintenance of 


records) or alternatively on the 
basis of the maximum values 
carried at any one time. The 


policy can be extended to cover 
other responsible messengers, but 
it would be difficult to get cover 
in respect of youths 

Motor Vehicles.Insurance of 
motor governed by 
Statute, and no points of particu- 
lar interest arise, apart from the 
possibility of arranging “fleet” 
cover at more advantageous rates 
when a number of cars and vans 
are operated 


vehicles is 


Accidents to Clients 
and Staff 


Public and Common Law 
Liability. Damages to members 
of the public, which will, of 


course, include clients, arising out 
of injuries suffered on the 
agency's premises, or caused by 
members of the staff during the 
course of their duties, may seldom 
arise, but the amounts awarded by 
the Courts in recent years indicate 
the need for adequate cover 
maximum of £10,000 for any one 
occurrence would not be exces- 
sive, and the premiums are sur- 
prisingly low 
Somewhat similar is 

of liability to members 


the case 
of the 


staff in respect of accidents 
arising during their employment. 
While the National Insurance 
scheme provides for weekly pay- 
ments during incapacity, it is 
still open to the employee to sue 
for damages if he considers that 
there has been any negligence 
Even if the claim fails, costs may 
have to be met. The former 
defence of “Common employ- 
ment,” under which an employer 
was able to avoid liability for 
acts done by an employee to his 
fellow is no longer available. In- 
surance against this risk is pro- 
vided on a basis of salaries, ad- 
justed by annual declarations. 
Exhibitions.— Agencies which 
undertake exhibition and show 
work for clients will usually take 
out imsurance to cover their 
clients against fire, theft, etc.. as 
regards the actual property on 
show, and public liability insur- 
ance against any claims by mem- 
bers of the public for damages 
suffered on the stand. Cover can 
also be obtained against the loss 
incurred in preparatory work 
should the exhibition be can- 
celled. This can include such 
items as printing, space charges, 
hire of stands and contents, 
transport, installation, etc. 


Sickness May Be 
Serious Drain 


Sickness and Accidents.—It is 
the practice of most agencies to 
pay members of the staff during 
their unavoidable absence from 
work due to sickness or accident, 
with or without deduction of 
National Insurance benefits. If 
the absence becomes prolonged, a 
serious drain on the resources of 
a small agency is involved. More- 
over, in the case of a senior 
executive or department head, 
the work of the agency might well 
be critically disorganised. It is, 
however, a simple matter to 
insure against these risks 

In the case of an agency with 
a mixed staff. a Group Accident 
and Sickness policy can be 
arranged, under which payments 
of stated amounts are made to 
members of the staff during in- 
capacity. The agency then, by 
agreement, deducts the same 
amount from payments of salary 
made. To keep the premium 
down to a reasonable level, it is 
usually stipulated that no pay- 
ment ts made under the policy in 
respect of the first, say, 4 weeks 
of any one absence. One insur- 
ance company offers a reduction 
of 33 per cent for this deferment 
Ap advantage of the group 
scheme is that members of the 
staff who are not completely fit 
can be included (in reasonable 
numbers), whereas they might 
not be accepted under individual 
policies. 

In the case of senior men, a 
more individual approach is re- 
quired. As it would probably be 
necessary to make provision for 
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He’s due to hook for the Old Boys at three, but he'll finish the “Post” in the train so that 
his wife can read it after lunch. The “Post” is an essential part of the background of the 
young Midland business man. Some day he'll be a key executive or on the Board—may be 
in the Council as well. He trusts our news and respects our views, and he accepts the 


advertisements as reliable—like the paper. 


— 


® Diagram based on population of selected Midland 
taken at last apprexunate) 
ore 


To cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C4 
Branches at Blackheath, Bremsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 


: 
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your own 


exclusive box paper! 


Your personality is the public-relations side of your 
business, A plain paper wrap can do nothing whatever for 
your reputation. A well designed and lively paper is an 
obvious improvement ... And a paper which is not only 
attractive but distinctive, which carries your name, your 


device, the very stamp of your personality into highway 


and homes of the world 


care of your public appearance. 


on the first thirty reams to cover the cost of design and 
special printing rollers. After that they're as inexpensive 


as any other of Sanderson's famous range. 


now that is best of all. 


SANDERSON 


PAPER S 


SIGNATURE 


whether you use them for packs or for wrapping, take 


ARTHUR SANDERSON & SONS LIMITED 


62.53 BERNERS STREET, LONDON, 


We make an extra charge 


TELEPHONE: MUSEUM 7800 


Insurance Advertising “T'wenty 
Years Out Of Date’ 


Most insurance advertising to- 
day is scarcely distinguishable 
from that which appeared twenty 
or thirty years ago. 

This implied criticism appears 
in Insurance Advertising: A 
Critical Survey of Current 
Methods, a heavily illustrated 
booklet prepared by Osborne- 
Peacock Company which 
also poses the question: Is it 
realistic? 

In 1949 the expenditure on 
Press publicity of all the insur- 
ance companies operated in Great 
Britain amounted to approxi- 
mately £294,000, against £165,000 
in 1938. Considering the volume 
of business transacted by these 
companies, states the booklet, the 
current expenditure can only be 
regarded as modest. And, it is 
asserted, the time was never more 
propitious for a careful considera- 
tion of the value of propaganda 
to the insurance bodies 

Insurance advertising is com- 
pared with that of similar organ- 
isations: “The advertising pro- 
duced for the leading banks, for 
example, is of far higher stan- 
dard in ,echnique and appeal, 
although the banks have less need 
to promote their names and ser- 
vices than the insurance bodies.” 

Attention is drawn to “un- 
saturated markets for insurance” 
among the working classes with 
improved incomes, and it is sug- 
gested that publicity should be 
used to back up the agents. 
While the canvasser is un- 
doubtedly the most effective in- 
strument for the clinching of 
business with the individual cus- 
tomer, the skilfully prepared 
advertisement broadcasts a story 
to many thousands of people at 
once. 

The greatest proportion of ex- 
penditure on insurance Press 
advertising goes to national 
newspapers, and it is suggested 
that part of these appropriations 
could usefully be devoted to the 


local Press in districts where 
branch offices or sub-agencies 
exist 


Methods of approach to in- 
surance publicity are examined. 
“To sell insurance to the masses 


would seem to demand an emo- 
tional appeal rather than an 
economic or actuarial argument. 
A thread of economics woven 
into the appeal is necessary. .. . 
Yet comparatively few insurance 
concerns employ any such mix- 
ture. .. . There are occasional 
promising signs, but lack of in- 
formation is, on the whole, 
manifest. . It is obviously 
necessary to dress in interesting, 
human terms a number of statis- 
tical facts which a great part of 
the potential market could not 
otherwise understand. . . . No 
insurance advertisements can 
afford to be vague announcements 
merely stating assets.” 

And there is this pointed con- 
clusion: “Few will disagree that 
the future advertising needs of 
British insurance demand more 
dynamic direction both at home 
and overseas. 
profession can furnish keen minds 
and expert services which, if 
given full play, will help io bring 
about a higher standard of per- 
formanve in the task of selling 
insurance to the people.” 


AD. AGENCY 
INSURANCE 


(Continued from page xx) 


a temporary replacement, the best 
plan 1s to effect a sickness and 
accident policy for each of the 
individuals concerned, designed 
to produce a weekly or monthly 
benefit equal to his salary. In the 
event of enforced absence, the 
salary is thus paid by the insur- 
ance company, leaving the agency 
freed of financial liability. The 
way is thus open for the employ- 
ment of such temporary assist- 
ance as may be needed. The pay- 
ment of benefits under such a 
policy does not affect the right 
to draw benefit under the 
National Insurance scheme. From 
the Income Tax point of view, 
the premiums will be allowable 
as a business expense, and the 
benefits will, in practice, only be 
assessed on the individual to the 
extent that they are paid for more 
than 12 months at any one time 


We wish to contact leading 

lettering artists, designers, visualisers 
and typographers. 

Please communicate with 

F. Francis, Art Director 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, 


Te. Vie. 5303/6 
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“The British Commercial Vehicle Industry” is a comprehensive,export cata’ 
of British commercial vehicle chassis, engines, bodies fand equipment, 1s 
produced in association with 
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AND ESPECIALLY --- 


not like him . 


iCE CREAM 


MORE THAN A TREAT 


- afood! 


Stop them, and they'll 
buy MORE than one! 


MEMBER OF THE 
AUDIT BUREAU OF CIRCLULATIONS 


Wall's, and Lintas Ltd. who prepared the advertisement, knew that four 
colours in a newspaper would certainly stop them. The extra colours were 
used to brighten the five gay drawings. The four-colour copies of the 
September 19th edition were “beamed,” as far as possible, to Birmingham. 


NET SALE 
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still the ONLY national newspaper to offer this advantage 
... the Daily Express takes another step forward, 
On a scale at present limited, yet with distinct selling and 


prestige value, advertisers can now employ 


FOUR COLOURS 


IF YOU READ your Daily Express on Tuesday, 
19th September, you certainly saw Wall’s attractive 
half-page. 

Probably you saw it in two colours, blue and black. 
You couldn’t miss it! That’s what colour does. 

But if you live in the Birmingham area, there’s a good 
chance that it hit you in FOUR COLOURS—with 
red and yellow besides blue—and really opened 
your eyes. 

The effect of four-colour printing in a newspaper is 
sensational. We found that out when we introduced it 
experimentally before the war. 

And we are now able to offer this exclusive advantage 
again—naturally, not in less than half-page space. 


MAKING IT WORK FOR YOU 


At present, while we can give two colours throughout 
the run, only one of our machines is fitted for four- 
colour work. It turns out 120,000—150,000 copies. 


FIRST since the war with two-colour advertising ... and 


Not much in over four million ? No, it isn’t. But it’s 
a sort of spearhead—of high value to the enterprising 
advertiser who aims it right, and makes it work in his 
merchandising strategy. 

While the two-colour version covers the country, 
these four-colour copies can be us¢d for intense local 
impact—directed to a chosen city or area. 

By special distribution, some can be used as a shot in 
the arm for sales force and dealers. 

And, of course, reprints of the advertisement itself 
make an inexpensive and valuable form of display. 


MAY WE SHOW YOU? . 


We shall be glad to show you specimens of our : 
four-colour printing as it appears on the newspaper 
page. 

When you see how effectively it illustrates packages, 
foodstuffs, clothes, fabrics—in your choice of colours— 
it will certainly give you ideas. 


If you would like to go further into this, please get in touch with us 
THE DAILY EXPRESS, E.C.4. PHONE: CENTRAL 8000 


(August 1950) 
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Water not 
his only 


The Water Engineer buys and uses in his 


VEHICLES 

job the utmost diversity of products. Den’t Cars 

think he is interested only in water plant egy 

and equipment, though he buys ity of 

tite BUILDING MATERIAL & EQUIPMENT 

that. Bricks, tiles, timber, lamps, 

If you make and sell products similar to fencing, drains, barrows, ladders, 
; , : listed at the side, you can profitably picks, shovels, hammers, ete. 

advertise them in “Water and Water OFFICE EQUIPMENT & FURNITURE 


punched card systems, adding 


3 50 years. machines, caleulators, filing 
i] systems, plan chests, drafting 
Remember too, that the Water Engineer in talien ote. 


is t is nsible citizen 
SCIENTIFIC & DRAWING INSTRUMENTS 
with a stable, assured position—a good pros- Theodolites, levels, planimeters, 
consumer good descripti drawing instruments, tee squares, 
for of all drawing boards, tracing cloth and 
paper, drawing papers, lettering 


stencils, ete. 


MACHINERY 
Excavating machinery, concrete 
mixers, bull-dozers, cranes, 

motor sevthes, ete. 


Engi ing”, the leading monthly for over Typewriters, addressing machines, J 


WATER ENGINEERING 


Specimen copy and rates on application to : 


THE COLLIERY GUARDIAN COMPANY LIMITED 
30-31 


FURNIVAL STREET HOLBORN +: LONDON: E.C.4 


Publishers also of ; COLLIERY GUARDIAN - GUIDE TO THE COALFIELDS - WATER ENGINEER'S HANDBOOK 
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The Results Book 


Task Master 


Writes LESLIE GIBBES, 


of Readers Union, 


discussing the problems of the small mail 


TEAR after year we— the 

small mail-order and direct- 
to-the-public advertisers—go 
plodding along in our produc- 
tive though unspectacular way. 
Ours is difficult work, requiring 
the closest attention to detail all 
the time: if ever we relax, it 
shows up in the results-book, 
which is equally our guide and 
task master 

No wonder that most adver 
tising agencies leave us alone! 

Whether to employ an agency 
for all purposes or only for 
placing, or to handle all advertis- 
ing itself, is a basic problem for 
the small advertiser of the type 
I have in mind. 

My own experience may shed a 
little light on it, for | have always 
been with companies which, by 
deliberate policy, place their own 
advertising and prepare their own 
schedules and copy I began 
with a departmental store and 
went on through mail order work 
into publicity for periodicals and 
then book publishing. All has 
been absorbingly interesting, even 
if not well paid, yet I must admit 
that | nave often hankered after 
the slick copy and typographically 
pleasing layouts of the agency 
product 


Experiment with 
an Agency 


I did once persuade one of my 
employers to call in an agency, 
choosing one by the simple 
method of looking for copy 
which appealed to me in a non 
competing ficld, and then paying 
the agency responsible for pro- 
ducing a scheme and copy sug 
gestions for ourselves. I regret 
to say that we found the placing 
of the spaces, choice of media, 
the copywriting and sales angles 
were quite unsuitable for our 
specialised needs—even element- 
ary—and bore no marks of the 
genius apparent in the other 
client’s work. We were then told 
“Ah, but you sce So-and-so writes 
his own copy: we only place for 
them.” 

Nothing daunted, I tried again 
and gave another agency cart 
blanche to suggest a scheme and 
copy themes (on payment, not 
speculation—did we go wrong 
there, I wonder?) but again we 
were disappointed and had to fall 
back on our own resources and 


order advertiser 


plough our lonely but productive 
furrow 

Discussing this matter with an 
agency representative he held up 
his hands in horror that we 
should expect each advertisement 
to pay its way in immediate 


profits. On a campaign over the 
years, with an allowance for 
prestige, continuity and public 


recognition, maybe, but immedi- 
ately— my dear sir! 


Selling Methods 
Brazen” 


I can only say that for many 
years quite a lot of us have 
written copy and placed adver- 
tisements with such a sword of 
Damocles hanging over our heads 
We do not produce works of art: 
our copy is cheerfully o>vious, 
our selling methods brazen and 
illustrations painfully exact (they 
have to be-—if a dress shows 
three buttons, you must not send 
one with two!) 

Maybe I have become myopic 
regarding such advertising, and I 
may regard copy as being too 
important. I do know, however, 
that a mere change round of 
words in a headline, or a differ- 
ent sequence of paragraphs, can 
make a marked difference, while 
a revised order-coupon has, in 
my own recent experience, made 
a difference of 20 per cent in 
replies. 

Such microscopic attention to 
detail demands a concentration 
and flexibility which few agencies 
are equipped to give. The final 
responsibility for such work must 
come from the proprietor of the 
business concerned, who is 
usually in very close touch with 
his advertising staff. There is no 
room for whimsy in our work, 
either in the copy or illustrations 
Absolute clarity in description is 
the basis, with a few desire-creat- 
ing adjectives thrown in, and the 
right slant in the headline 

“Repetition is Reputation” may 
be a comforting doctrine for the 
big advertiser and his agent, but 
I have rarely found this to work 
out in practice. An advertisement 
that pulls say 100 on its first in- 
sertion comes down to 70 on the 
second and then 50 on the third 
I have heen assured, generally by 
publishers’ representatives, that 
on the eighth and ninth inser- 
tions I should see a sweep up- 
(Continued on page xxviii) 


STANDARD 


Catholic Ireland’s National Weekly 


Over 60 years of service to the engineering 
industry 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


— with an impressive list 
of subscribers and advertisers 


EMMOTT & COMPANY LIMITED. 21 BEDFORD STREET LONDON WC) 


LARGEST NET SALE KENT 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 
A.B.C. CERTIFIED NET SALES WEEKLY 


| 82,227 


The weekly average of small classified advertisements ts |,249 inches, equalling S$! columns 
Rates on application. 


Advertisement Flat Rate 20/- per s.c. inch 
TIMES BUILDINGS SIDCUP Tel: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, W.C.1 Tel: Holborn 2780 
ot Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


POSTER SITES 


DISPLAYS 
EXHIBITIONS STANDS 


BULLETINS 


| MERCURY 
Ot COMPANY DISPLAYS LTD. 


37, Spring Street, W.2 


PADOINGTON 


ARTISTS AND PHOTOGRAPHERS 
STUDIO BRIGGS: 
||) 
22 CHENIES STREET 
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New Price 3d. 


NEW SIZE 
NEW FEATURES 
NEW MAKE UP 


MORE PHOTOS 
MORE READEPS 


ORLD 


NEW REDUCED RATES 
NEW WOMAN'S SPORT FEATURE 


MORE RESULTS FROM YOUR 


ADVERTISING 


Apply 
Advertisement Di 


rector 


SPORTING WORLD 


5 BARONS PLACE, WATERLOO ROAD, LONDON, S.E.! 


Waterloo 7567/8/9 


The Only Sports Paper Covering All Sports 


their advertising agents) 
Sove yourself @ lor 


of 
Exhibut, me, worr 


Deportme, 


Official Contractors to al! principal extibdstrons 
220/226 Bishopsgate, London, E.C.2. Tel. BiShopsgate 485/ 


Piggott also supply, Street Decorations, Flags, Flagsteffs, Tents ond Merques 


¥ ond expense—,; 
mt, Bishopsgate 
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ward, but I have never had the 
courage to chance i! Neither 
has any publication ever offered 
to chance it on my behalf! 

Though I have never had this 
courage, I feel that correspon- 
dence schools must find absolute 
repetition pays, otherwise they 
would not do it. The theory may 
have some foundation for them: 
1 only know it hasnt for me. 

The problem which | and my 
colleagues face is that our adver- 
tising is itself the very lifeblood 
of the business we serve. If we 
relax or stop, then the business 
actually slows down considerably. 
A big advertiser, enjoying a 
broad, national campaign with 
distribution through hundreds of 
stores and shops with branded 
lines and what-have-you does not 
feel this day-to-day impact. 


How we Prepare 
Appropriations 


How, then, do we prepare our 
appropriation. Usually we set 
aside a sum based on last year's 
turnover. A part is set aside for 
a steady stream of small spaces 
to cover standard lines over the 
year, and another sum for a 
couple of six-monthly mail-order 
shots to the list of customers. 
The remainder is kept in reserve 
for special opportunist lines. 
When one of these opportunities 
prove specially profitable then 
the returns are ploughed back 
into further advertising as long as 
the results—and supplies—hold 
good 

It will be seen that a fixed 
annual appropriation is difficult 
to determine, since the essence of 
this type of advertising is flexi- 
bility The advertising manager 
must come to quick decisions and 
get on with the job. Much also 
depends on what competing 
manufacturers may offer during 
the year, and on other factors. 

Rising prices and the general 
tendency towards hardening con- 
ditions are our head-ache: we 
advertisers in the direct field rely 
on the free money that is avail- 
able after necessities have been 
bought, and our experience proves 
there is very much less money 
available in 1950 than in earlier 
years. We can only face these 
harder times by improving our 
selling methods and cutting our 
own costs: how far we shall be 
able to do this remains to be 
seen 

We regret, of course, the more 
drastic limitations on advertising 
Space necessitated by the news- 
print shortage, but so far, this 
limitation has helped the small 
man, since it has given him virtual 


know that 


equality im attention-value with 
the larger advertiser But we 
however large the 
spaces that compete with us for 
attention, however attractive the 
layout and typography. our own 
efforts are still read and re 
sponded to 

I remember in my departmental 
store days admiring the opulent 


windows of a rival store, where 
one model was shown alone in 
each, set against an expensive 
background of velvet drapes. My 
chief took me along to see this 
fine row of displays; together we 
watched people pause admiringly 
and pass on. We then stood by 
an old-fashioned draper’s shop a 
little further along, where festoons 
of lace and ribbon were stuck to 
the windows marked “Very 
Choice Is. 64d." and so on. The 
women stopped. looked—and 
went in to buy 

So with small space advertise- 
ments: they are shopping news 
They are read—every word, as 
we who write them know only too 
well. Were I an advertisement 
manager, I would ponder a long 
time before 1 crowded several 
out to accept one big advertise- 
ment. 

I wonder if sometimes the 
newspapers could be induced to 
modernise their composing 
rooms? The selection of types 
available to-day in the newspapers 
enjoying vast circulations, and 
equally vast revenues, is quite 
appalling. To achieve any effect 
one has to go to a specialist 
type-setter, but the charges, 
though possibly justified, are too 
high to be economic. Some 
advertisers have solved the pro- 
blem by educating suburban 
printers possessing Monotypes 
and stereotyping installations into 
supplying their needs. Many a 
smal! newspaper, incidentally, can 
put its monster rivals to shame. 


Problem of Big 
Circulations 


Another Press problem is that 
of increasing circulations. It is 
very gratifying to read of greater 
readership, while rates remain 
the same, but do we always want 
it? Does a bigger and better 
Paper gives us more customers 
per pound? Sometimes they so 
too far: Many advertisers dare 
not use papers of the calibre of 
the Radio Times simply be- 
cause the results would be over- 
whelming. I am told on good 
authority of a single quarter page 
in that journal bring in 20,000 
customers in a fortnight: Many 
firms simply could not handle 
such a quantity with their present 
staffs and office accommodation 

So with many media climbing 
into the seven figure field, it is 
possible for them to bring too 
many replies. and the smaller 
advertiser must look elsewhere. 
This is a difficult task, for it is 
only by experiment that one can 
test one’s hunches and theories. 
and when one has to make an 
appropriation pay, one is chary 
of taking chances 

Another problem is that of 
mailing lists. Most small adver- 
tisers maintain the continuity of 
their business by mail-order: The 
present day wastage on lists bv 
removal, deaths, changed cir- 
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THE BRITISH WHOLESALE AND EXPORT MAGAZINE 
FOR MEN’S TEXTILES AND CLOTHES 


FOR SPECIMEN COPY AND RATES APPLY :- \ 
Advertisement Manager, 


CLOTH AND CLOTHES, 139/143 OXFORD STREET, LONDON, W.! 


TELEPHONE : GERRARD 5776 (5 lines) TELEGRAMS & CABLES  KAMSIN, LONDON 
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“T hear that Gordon Crocker's the man for photographs these days.” 


“Yes, it's colourful stuff” 


GordonCrovker Ltd TwoWright’sLane + KensingtonHiehStreet + LaondonW est Eieht + Tel: Western Two Three Three Six 
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Pulling Power 


OW can the pulling power 
of display be gauged? 
This is the problem tackled by 
Mr. W. J. Cadelle, display direc- 
tor, Allied Stores Corporation, in 
an article in Printers’ Ink, of New 

York 

Among the ways of accurately 
checking selling power, he lists 
the following: 

(1) Merchandise is bought 
specifically for display promotion, 
and an accurate check is kept in 
the department. 

(2) A check of actual unit sales 
of merchandise kept on display 
during a given period is made 
and a comparison drawn with 
sales figures when merchandise is 
not on display. 

The following checks should be 
applied to any department store 
display, either interior or window. 
Location of a display is of the 
utmost importance. With interior 
displays, simplicity and frequent 
changes are essential. Impulse 
items and best-sellers should be 
given plenty of space in busy 
locations. 

Spotless cleanliness is of prime 
importance All merchandise 
must be thoroughly checked and 
presented in the best possible 
condition. 

The amount of merchandise to 
be displayed in any given area 
depends on the merchandise it- 
self. But props and décor should 
never overshadow the merchan- 
dise. Neither should colour treat- 
ment. Background colour should 
accentuate and complement. 

Every display should be well 
illuminated. Illumination to high- 
light a specific item is important. 

Displays must be in keeping 
with the season, and in demand 
at that particular season. 

Informative card copy is one 
of the most important forms of 
point-of-sale advertising; it not 


OUR TASK MASTER 


(Continued from page xxviii) 


cumstances and indifference is 
quite substantial. Before the 
war, one could replenish by 
various circularisations from lists. 
telephone and other directories, 
club membership registers and 
what you will, and be reason- 
ably certain of covering costs, 
but today’s high prices of print- 
ing, addressing, mailing and post- 
age rule out speculative work for 
most. One can make up some 
wastage by means of “teaser” ad- 
vertisements to get names-—-even 
the humble classifieds are not io 
be despised here—and recom- 
mendations from customers. 
These I get quite readily; some 
firms stimulate recommendations 
by offering free gifts and bonuses 
for names and addresses, but I 
have doubts as to their value. 


only identifies merchandise but 
tells the customer the principal 
advantage he derives from the 
product 

All displays, both window and 
interior, should maintain the 
character or type of the store in 
the community. They reflect the 
store to the customer, as well as 
present the merchandise to the 
customer. 

Finally, a store must always 
consider its competition in order 
not to be outdone on any of 
these points, as well as to remain 
aware of how other stores are 
handling visual merchandising. 


World Newsprint 

Position 

The demand for newsprint in 
the medium term is certain to 
exceed both current world pro- 
duction at cight million tons, and 
existing world capacity, estimated 
at nine milion tons a year, it is 
stated in The Problem of News- 
pring and Other Printing Paper, 
published by Unesco and pre- 
pared by the Intelligence Unit 
of The Economist. 

Full utilisation of idle news- 
print capacity amounting to a 
million tons would probably end 
the newsprint shortage, but it 
would in fact be sanguine to 
expect that every ton of idle plant 
could be used, or that 100 per 
cent capacity operation could be 
attained soon. There would be 
local shortages. 

The publication also says that 
the removal of the newsprint 
shortage is inseparable from the 
currency problem of which it 1s 
a part: and that if a decline in 
U.S. consumption were associa- 
ted with a major United States 
business slump the already in- 
tractable problem of currency 
might well become insoluble, and 
the newsprint shortage would 
then be further aggravated. 

The long-term trend of con- 
sumption is decidedly upwards, 
and even without the interven- 
tion of war newsprint could con- 
ceivably have become a scarce 
commodity for a period 

The long term growth in the 
world demand is assured. No 
one can foretell the rate of ex- 
pansion er the demand levels 
likely to be established in ten or 
twenty years. but consumption . 
estimated at 10 million tons by 
1955, distributed as North 
America, 5 million, Europe 3 
million, Latin America 600,000, 
Asia 750,000, Russia 300,000, 
Oceania 250,000, Africa and Near 
East 150,000. A large speculative 
clement attaches to these esti- 
mates, but insofar as they err 
they are likely to do so on the 
low side. In particular the con- 
servative assumption made for 
North America may have to be 
modified. 


SEEKING A new market the 
Space Buyer turned his attention to 
The Universe a newspaper with an 
enthusiastic following. 


Summing up be decided that : 

@ It gave news that its interested readers could not 
find in the lay press. 

@ Its net sale figure exceeding 232,000 copies 
weekly represented a readership of approximately 
1,000,000 people. 

@ The Universe had shown a rising sale figure every 
year for the past 0 years and therefore he could 
buy in a rising market. 


So he placed his order and got 


QUALITY + QUANTITY RESULTS 
at per s.c. inch 


No national appropriation is complete without 


The Chiverse 


FIELD HOUSE - BREAMS BUILDINGS - LONDON EC4 | 


The popularity of Kodatrace, the original 
plastic Glen atnongst artists, engravers, litho 

graphers, photographers and printers for 

tracings, overlays, colour separation, silk 

screen and reverse negatives etc., is con- 
vincing proof of its versatility and ideal 
qualities. Now, however, due to steady 
advances in modern plastics technology, 
various improvements have been incorporated 
and Kodatrace is better than ever. Its dimen 
sional stability is higher. It has a much finer 
surface. It ink, pencil, paint or crayon 


A KODAK 


with greater facility and tenacity. Its trans 
parency is as high as ever. Kodatrace is 


now also available in rolls 30° <*> 


Kodatrace 


THE ORIGINAL PLASTIC FILM at 


Supplied in & 40” widths in rolls 
of 20 yards ond half rofts of 10 yords 


Z 


Sole Distributors: MECSTOME Craven House, 121, Kingsway, London, W.C.2. HOL. 6086 
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OF THE PAPER WITH 
THE SECOND LARGEST 
PROVINCIAL EVENING 
SALE SOUTH OF 
SHEFFIELD 


Each day during the first six months of 1950 
the certified net sales of the Express and Star 
averaged 193,979—a record for the paper. 
Distribution to the important industrial and 
agricultural centres in the 750 square miles of 
the Black Country and Shropshire is effected 
mainly through ten branch offices. The high 
standard of service rendered by these offices 
can be gauged by the analysis of sales of the 
Express and Star in the various districts. They 
effect efficient, speedy distribution of localised 
editions containing up-to-the-minute news of 
the day to all the main towns in the area. 
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Technical Publicity: Policy And Practice 
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Technical Advertising Students Should Have 


DUCATION for advertising 
is now regarded as not only 
desirable but essential, and 
rightly so. Unfortunately, how- 
ever, the courses of study have 
been evolved to meet the 
requirements of general consumer 
advertising, and while this is readily 
understandable it is not particularly 
satisfactory from the point of view 
of those engaged im, or preparing 
10 engage in, technical advertising 
The view held by the Advertising 
Association that an all-round basic 
education should be provided with- 
out any attempt at specialisation 
umentaliy sound, but in 
application this view has not been 
aan as broadly as it might 
There may or may not be sound 
reasons for the omussion of tech- 
nical advertising from the curricu- 
lum and examinations, but as that 
would seem to suggest a positive 
attitude, the conclusion can hardly 
be avoided that it is simply some- 
thing which has never arisen 


Not Much 


Encouragement 


Whatever the reason, the effect 
is not conducive to the encourage- 
ment of technical students, nor are 
such students likely to gain as much 
from the existing courses as they 
might. Yet it is very desirable that 
those entering technical advertising 
should pursue a course of studies. 

It cannot be said that the class- 
rooms are overcrowded with tech- 
nical students; indeed, the number 
of technical people holding the 
Advertising Association diploma is 
regretts ably, small. This may, of 
course, indicate a lack of interest on 
the part of most people in technical 
advertising, but, on the other hand, 
it may also suggest that the curricu- 
lum does not encourage them 
Certainly, from an examination of 
the syllabus, no one would suspect 
that such a thing as technical adver- 
tising existed 

There does not seem to be much 
point in a student working in the 
technical field devoting several 
years of study to the theory and 
practice of consumer advertising 


ownend- -Smith LTD 
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A Course Of Their Own 


The syllabus for the diploma of the Adver- 
tising Association should include a course of 
studies peculiar to technical advertising. 


That is the belief of J. H. 
1.M.1.E.S. 


WHEELER, 


MILLER- 


The Association, he 


argues, are right to provide an all-round basic 
education for young advertising men and 
women; but he finds the dice heavily loaded 
in favour of those whose future lies in con- 


sumer advertising. 


and none to the subject of technical 
advertising, unless it ts for the pur- 
pose of changing over to the con- 
sumer field 


The Proportion 

of Benefit 

It would be very wrong to imply 
that the technical student received 
little value from a successfully 
completed course. On the contrary 
But even making due allowance for 
the corpus of material common to 
both branches of advertising, the 
technical student derives less ad- 
vantage than his commercial breth- 
ren. The order of value is probably 
as 75 is to 100 

While the subjects in general may 
be common, they vary in particular, 
some more so than others, and in 
addition to this variation in content 
there is the important matter of 
application, the angle from which 
the subject-matter is presented and 
the relativity of importance 

To the technical student, 
display, for instance, is quite un- 
important —even irrelevant— but it 
occupies an important place in 
curricula. On the other hand, the 
catalogue and the instruction book 
are of major importance in tech- 
nical advertising but are hardly 
touched upon. 

In space advertising, as the object 
of the technical advertisement is 
markedly different from that of the 
consumer advertisement, the study 
of English, psychology, media, lay- 
out and economics, when ap- 
proached from the consumer angle, 
places the technical student at a 
real disadvantage 


retail 


dvertising 
PHONE: REGENT 2600. 


To ask 


a technical student, even 
after a course of study, to prepare 
a memorandum on how he would 
spend an appropriation of £50,000 
to advertise a4 soap powder scems 
quite pointless. Indeed, when it is 
borne in mind that few technical 
students will ever be concerned 
with sums of that magnitude and 


that to cope with a question of 
this nature means months of special 
study quite unrelated to daily ex- 
perience, it represents a pure waste 
of time and effort 

lt may be contended that tech- 
mical advertising comes into the 
category of specialisation and 
should be studied as a post-diploma 
subject. Such a contention cannot 
be sustained seriously as technical 
advertising is very properly a 
branch of advertising complete with 
its own specialist clements 

It may be that the Advertising 
Association diploma courses are 
not intended to cater for the tech- 
nical student, in which case criti- 
cism of curricula is uncalled for and 
presumptuous. 


The Need 
Still Remains 


Such considerations, however, do 
not invalidate the main point of 
this article, which is to draw atten- 
tion to the need of courses of study 
to suit the demands of technical 
advertising 

Space docs not permit of a 
detailed examination of curricula, 
but a general observation is appro- 
priate 

To be satisfactory, any course of 
study should present the subject- 


ADVERTISING 


SET A NEW STANDARD IN YOUR 


it will cost you no more! 


matter from the 
technical advertising, all examples, 
illustrations, and problems should 
be typical of normal conditions, and 
sulyects peculiar to consumer ad- 
verusing if not completely excluded 
should be relegated to a minor 
place 

It is realised that there may be 
factors which would make the pro- 
vision of technical studies difficult 
of achievement 


standpoimt of 


How It Might 
Be Done 


The number of actual and poten- 
tial students, for instance, may not 
justify the provision of separate 
classes and tutors in all centres, 
in which case it is possible that a 
system of alternative and optional 
subjects could be introduced in the 
general classes, Alternatively, the 
general curriculum might be ca- 
panded to include the peculiarities 
of technical advertising 

None of these factors, however, 
need prevent the provision of a 
syllabus outlining a suttable course 
of studies and for the substitute of 
a technical paper at the intermediate 
and final examinations for the 
diploma. 

To this must be added the need 
for an authoritative textbook on 
technical advertising. Only two 
very small booklets exist on the 
subject, and these were written 
more as a guide for the spare-time 
man than for the serious student 
preparing for a career 

The subject of education is a 
big one and of major importance 
to the entire advertising profession 
It cannot be legislated for without 
serious and balanced consideration, 
but the technical advertising man 
has a reasonable claim for con- 
sideration of his educational needs 
and to ask for the necessary legigla- 
tion to enable him to enjoy the 
same advantages as his colleagues 
in the general field 

This is very properly a matter for 
the Advertising Association and its 
Education Committee, and the hope 
is expressed that the burden of this 
plaint will not go unheeded by that 
august body 
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Two Journals Report Plea: For Joint 


UGGESTIONS for collec 
tive trade action in order to 
promote greater sales were 
noted from two widely differing 
fields during the perusal of 
trade journals during the past 
month. The first occurred in a 
leading article in the British Sta- 
tioner (August), which put forward 
a very neat collective slogan 
‘Have you written that letter” 
to be used in buses, trains and on 
hoardings, and sponsored by all 
sections of the trade 


~ * * 


‘THE other instance concerned 

men's clothes, and called for the 
industry to take action to stimulate 
public interest in men’s clothing 
Writing in Men's Wear (August 
12), Mr. Sydney Barney, Managing 
Director of Harry Hall Ltd., de- 
)clared that most women, if asked, 
could give the names of at least six 
Bb anded costumes, coats, dresses, 
j skirts, shoes, underwear, stockings, 
fetc. The names had been made 
tknown to them by consistent ad- 
Pvertising, mannequin parades and 
window displays of the merchan 
Pdise, organised, paid forand carried 
pout by the manufacturers of the 
pBOods, In Co-Operation with re- 
Mailers. The ladies’ trade was .so 
Pwell organised, he continued, that 
he style trend created by the model 
Mouse group was known to each 
Bection, including milliners and 
Bhoc-makers, enabling them all to 
Bparch in step. Result was that the 
Women of England were not only 

tter dressed than their mentolk, 
ut were also very dress conscious 
respected abroad for their 
Rastes 

‘How different it is in the men's 
trade! The average man would be 
hard put to give the names of half 
a dozen branded articles of men's 
wear, yet there must be almost as 
many as in the ladies’ trade. With 
few exceptions the men’s wear 
manufacturers do very little national 
advertising. It is left to the few 
larger retailers, most of whom are 
reluctant to advertise branded 
merchandise other than their own 
products 

“The major problem the 
trade today is how to stimulate 
public interest in men’s clothes 
Men are taking a declining interest 


in appearance, and a substantial 
proportion of sales is prompted by 
the demands of the womentfolk that 
their escorts should be better 
dressed 

Mr. Barney's suggestion to over- 
come this state of affairs is that 
ssocitions representing the vari- 
ous branches of the trade should 
bring into being a small, virile 
council which could unite the efforts 
of all of them and present the 
benefits of better dressing for men, 
stimulating interest and putting 
men’s fashion and British-made 
clothing back in the international 
place it Occupied for so many years 


* 


HE National Caravan Council 

has approved an advertising 
campaign in which a substantial 
sum will be spent over the next 
twelve months, mainly in Press 
advertising, states Caravan & Trailer 
Trades Journal (August-September) 
A large part of the sum is to be 
expended on advertising a list of 
approved manufacturers “‘as part 


APPROVED 
MANUFACTURER 


The transfer which is being 
issued in connection with the 
National Caravan Council's “ap 


proved manufacturer” Scheme 


of the Council's defence of the 
public and the industry against 
shoddy vans"’ 

In connection with this list the 
Council has prepared a set of 
forms and questionnaires which 
the paper states, ‘“‘are frankly 
somewhat formidable. The stiffness 
of the tests for admission, however, 


Wholesalers handling 


Coverage in the London Postal Area 


62 out of 73 


stockings 
and knitted underwear 


Apply for particulars to Advertisement Manager, 


Trade Action To Boost Sales 


will add to the public's confidence 
and so enchance the ivertising 
value of inclusion in the list."” 

Having been admitted the list, 
a manufacturer willbe ernpowered 
to advertise that he is on the 
National Caravan Cour list of 
approved manufacturers ind also 
buy an official transfer to be applied 
to each of his vans 

The same issue reports that a 
World Transportation Fair is to be 
held in Los Angeles in 1951, from 
May W to September 9. Every kind 
of wheeled vehicle will be included, 
and caravans and special-purpose 
trailers are expected to figure 
prominently 


* * * 


S. SIMPSON LTD., makers of 
*"Daks sports trousers, had some 
useful publicity recentiy, according 
to the same issue of Men's Wear, 
which stated: ** More than 150 pairs 
of Daks went round the Royal 
Mid-Surrey Golf Club course at 
Richmond last week, giving the 
men’s trouser trade the ‘iggest 
publicity boost it has had in 

The occasion was a £2,000 tourna- 
ment sponsored by Simpsons, and 
the trousers were worn by the lead- 
ing golf professionals who com- 
peted. There were 186 competitors 

ill big names in golf. The pro- 
fessionals were each presented with 
a pair of the trousers, either by 
Simpson (Picc adi Lid., or the 
firm's agents in their ricts. The 
tournament was the first of its kind 
organised by a clothing house 
Publicity was tied up with local 
Simpson agents and golf clubs. It is 
planned to make the tournament 
an annual event 


* 


B BRIGHT idea was that which led 
to the members of the Sadler's 
Wells ballet being clothed — by 
British couturiers when they made 
their first tour of the U.S.A. These 
girls, with their graceful figures, 
powe and popularity, won tremen- 
dous admiration for the clothes 
they wore. The scheme has been 
repeated 
Fashion Trade Weekly (Septem- 
ber 1}-—-one of the trade papers for- 
tunate enough to appear that week 
under the appropriate heading 
**Ballet’s Trade Mission"’, wrote 


‘Underwear & Stockings 
- thats the way to selletfectively | 


UNDERWEAR & STOCKINGS, 47 Hertford Street, Mayfair, 


“When the ballet starts its second 
American tour on September § its 
members will again be acting as 
“ambassadresses* of British fashion 
Their off-stage wardrobes have been 
designed by British couturiers and 
wholesale fashion manufacturers 

the total list, with accessories, 
amounts to some 3,000 items. As 
for their previous tour, this off- 
stage fashion promotion effort has 
been organised by The Ambassador 
In addition to the publicity to be 
gained from the ballerinas them- 


In his review of the 
trade Press in August, 
SCRUTINEER draws at- 
tention to two bright 
ideas—one to persuade 
people to write more 
letters, and the other to 
tell men they should be 
better dressed. 


selves, specialised promotions have 
been planned in co-operation with 
American and Canadian distribut- 
ing Organisations. Literally thous- 
ands of photographs of the ballet 
company and the merchandise they 
are helping to promote have been 
put at the disposal of stores, who 
plan to tre up with displays of 
British merchandise (fabrics in par- 
ticular), arranging them about the 
time of the ballet’s visit to the 
different towns. The names of the 
stores co-Operating make an im- 
pressive list 

Other ideas mentioned in the 
same issue imclude the use of 
Fashion Service Vans by Keyzers 
Ltd., Pontefract, which, staffed by 
competent saleswomen, take a 
selection of styles to customers to 
try on in their own homes. Also, 
what is described as an effective 
transparent wrapper embodying 
washing instructions, introduced by 
lan Peters Ltd., for pre-packaging 
their cotton and rayon knitted 
skirts, jumpers, etc. It is said to 
have proved popular with stores: 

**The lettering is in cherry red 
and shows up well on all the gar- 
ments——except, of course, the 
cherry reds. The wording itself is 
original: ‘Please wash me carefully, 
iron me gently, and I will be yours 
(Continued on page xxxvi) 
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BRITAIN’S KEY 
INDUSTRIES 


The industries ladicated by the 

jourval pablisbed from this Office are 

dittinctive through the key positions 

they occupy the and well-being 

of the country 

The Kallway Garette 

pourta way Management 

ngince ration and Railway 
News nele pie od 


Prepaid Annual Subscription £3 10s 
Die Baliway Traction 

A thiy teview of world-wide 
pments in liescl - engine 

railway tracion 


at ‘ 
Prepaid Subscription 24s 


Shipbuilding aad Shipping Record 
A journal of Shipbuilding, Marine 


Engineering, Docks, Harbours and 
Shipping Ninele 
Prepaid Annual Subs 
Power and Works Engineering 
A practical journal for Piant Owners, 
Engineers, and Works Managers 
Single copies 
Prepaid Annual Subscription 245 
The Crowe Colonia 
The only journal exclusively covering 
the 
circulating monthly throughout 40 
territories, and having for its 
Principal object the welfare and 
developmem of the Colonies and of 
firth and Colonial trade and 
industry. Single copies 2 
Prepaid Annual Subscription 20s 
Colliery Engineering 
A practical journal for Colliery 
Managers and Engineers. and mano- 
faciurers of Collery Equipment 
ingle copies 2s 
Prepaid Annual Subscription 241 
Coke and Gas 
A technical journal dealing with the 
sv and technical problems 
involved ip the production of coke 
and gas in coke ovens and gas- 
works Sinele copies 2s 
Prepaid Annual Subscription 241 
The Industrial Chemist 
A journal devoted to the progress of 
applied Chemistry and Engineering 
Single copies Js 
Prepaid Annual Subscription 24: 


Practical journal devoted w 
Architecture and Building Practice 
Single coptes 
Prepaid Annual Subscription 241 
A practical journal, authoritatively 
written. supery Ulustrated, dealing 
with the growth marketing and use 
of wood in all its forms 
Single copies 21 
Prepaid Annual Subscription 245 
Food 
A journal devoted to the manufac 
ture, packing and marketing of pro 
comed forxtstuffs, and of the utmost 
value to firms supplying equipment 
of materials for the food industry 
Single copies 2+ 
Prepaid Annual Subscription 241 


journal de the 
all aspects of Hydro 
Fiectric Development Published 


alternate months 
Prepaid Annual Subscription 20% 


The Raflway Ma 


ae 
A popular magarine ontaininge 
Hlustrated articles on Railways and 
ooomotives Published monthiy 


Single copies 2+ 
Prepaid Annual Subswription 241 
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for a long time,’ followed by speci- 
fic details of washing rocedure."* 


TEWS of another ipproved”’ 
scheme comes from the Drapers 
Record (August 26), ¢ one con- 


cerns the Internations! Silk Asso- 
ciation, on which British manu- 


facturers are represented. The 
Association has prepired a label 
which may be used by makers of 


houschold laundering detergents, 
ifter they have been laboratory- 


U 
} O 
/ 
SAAY SG 
This is the label which has beer 


designed for International Silk 


{ssociation and which makers of 

household laundering detergents 

will be permitted ¢ use if their 

products pass the Association's 
tests 


tested by the Association, indicating 
that they are suitable for use in the 
laundering of silk garments and 
fabrics 

Sketch of a cute-looking little 
lamb wearing a Glengarry is due 
to appear among the knitting wool 
ads. The same issue carries a two- 
page ad. by Arthur Mortimer & 
Co. (Wool) Ltd., Bradford, in 
which they announce the Argyll 
lamb, which, it is said, will be the 
*“*woman appeal’’ behind the Press 
advertising of a ‘“‘pre-war wool 
which has never betore been ad- 
vertised"’. Press advertising is now 
being issued in women's journals 
and, in addition, there are point-of- 
sale aids, 16 in. high by 14 in. long 
plaster-<cast models of the lamb, 
plus coloured showcards depicting 
the animal 


TARNING against making ex- 

agecrated claims or biatant 
announcements in advertising is 
made in an article in the Hardware 
Trade Journal (August 11) 

The writer deprecates such state- 


ments as: "*The best hardware in 
the world’’; defy competi- 
tion’’; or The finest money can 
buy"’. Such overstatements, he 


writes, weaken the case of the 
trader. Retailers were not the only 
offenders in this respect, for ex- 
aggerated claims were made by 
some, even important, manutac- 
turers. Showcards displayed in 
chemists’ shops were evidence of 
that. “‘If the pharmacist displays 
many manufacturers’ showcards, 
the customer will probably ‘learn’ 
that three or four laxatives made 


by different concerns are “the best’, 
or that several face creams are 
backed by the same claim. Amid so 
many counter-claims the customer 
can be forgiven for discounting the 
qualities of anything shown in that 
particular establishment, and for 
going to one where superlatives 
cease from troubling, and the rivals 
are at rest! 

He adds: ** The ironmonger need 
not be self-effacing, he would be a 
fool to himself if he were, but 
exaggerated claims in selling set a 
pace that the trade will find far too 
difficult to maintain.*’ 


PARAGRAPH in Jronmongers* 

Weekly (July 27) must have pro- 
voked a good deal of heart-burning 
among those who spend so much 
time and effort in designing and 
producing point-of-sale display ma- 
terial 

**Diarist"* quoted an example of 
what happens when material reaches 
the point-of-sale, which, it ts to be 
fervently hoped, is not general 

He writes: ““Recently | saw a 
three-tier stand on the bottom 
layer of which were soaps, razor 
blades, pickles, shampoos, and 
door stops; on the second, deter- 
gents, paint, two saucepans, three 
pairs of phers and a display of 
garden cord; the third was devoted 
to custard powder, a box of sauce- 
pan scourers, a showcard of tin- 
openers and bottles of sauce!"’ 


RY Cleaning and Dyeing Journal, 
in its July issue, announces that 
by special arrangement it is publish- 
ing three articles from a selection 
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Lamb wearing Glengarry re- 
introduces Argyll knitting wools 
(Ad. in “Drapers’ Record.) 


of views on “*The Art of Adver- 
tising’’, arranged and contributed 
by members of the Advertising 
Creative Circle, and which were 
Originally presented by ADveEr- 
risen Weexiy. The first article 
appeared in that issue—‘To En- 
courage the Good"’, by Mr. C. D. 
Notley. 
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STYLE FOR MEN OVERSEAS 


presents the first 


SURVEY 


SerTemsBer 21, 1950 


OF THE BRITISH MEN’S WEAR INDUSTRY 
MARCH 1951 


A great opportunity 
for Exporters 


The March 1951 edition of “Style for Men Overseas” is a 


‘- 


number which will be kept as a work of reference by many 


thousands of Overseas Buyers. This issue will contain a 


comprehensive “Survey” of The British Men's Wear 
Industry—featuring in four main sections, conveniently 
divided into sub-sections, every department of the industry 
Lavishly produced in full colour in the true 


National Trade Press tradition, this “Survey” will have a type 


area 12)" x 84". Every British Manufacturer will be able, 
through this important issue, to send a special message to 
the thousands of Overseas Buyers who will be visiting 


this country for the “Festival of Britain” and the 1951 


B.LF. In addition, those Overseas Buyers who will be 
unable to visit Britain will nevertheless be able to see 
what Britain is offering to buyers of men’s wear. May we 
suggest that you take advantage NOW of this opportunity 


to increase your Export Trade? 


For details of available space in this issue ae eS — 
please apply to Edgar 8. Sibun, Advertisement Director 


THE NATIONAL TRADE PRESS LTD. 
Drury House, Russell Street, London, W.C.2, 
Telephone: Temple Bar 3422. 


Northern Office: 12 St. Ann's Square, 
Telephone: Deansgate 3277/9. 


Manchester. 
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GENERAL ADVERTISING 
COMPANY OF LONDON LTD 
in association with 
i. L. PIPE 
MARKETING CONSULTANT 


(1 GOSHERON 
TAPES 


to tell the Food Industry how self- 
adhesive Transotape ensures faster 
sealing, smarter branding. quicker 
identification and effective point-of- 
sale advertising 
FOOD MANUFACTURE 
17 Stratford Place, London W.1! 


FOOD MANUFACTURE one of the 
LEONARD HILL Technical Group 


dealing with problems 


mooathly journal 


of production and distri- 


bation of tableware and 


decorative china and glass 


ware for the home and 


export markets, 


POTTERY & GLASS 
is another 
publication of the 


TECHNICAL 


GROUP 


MANUPACTURING CHEMIST 


PETROLEUM-—-PIBRES 
PAINT MANUPACTURE 
WORLD CROPS-—ATOMICS 


FOOD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 


AXAVIL 


LTRADE & TECHNICAL ADVERTISING 


Technical Print Review 


OLCHESTER is famous for 
Romans and Davey Pax- 
man, and, though eighteen 


' centuries separate them, they 


are brought together in an 
interesting booklet issued by 
this company. Measuring only 
7 in. « $ in. and well printed in 
three colours, it gives in draw- 
ing and photograph a brief out- 
line of history of the city and of 
the achievements of the com- 
pany from its foundation in 
1865. 

A series of very fine pen drawings 
by Jack Matthew illustrate notable 
events in the history of the Royal 
Borough, but why, oh why, Mr 
Matthews, do you depict the Iceni 
aS blood brothers of the Piltdown 
Man? Boadicea’s kingdom may not 
have been the most progressive of 
the Celtic states, but the Iceni were 
as far removed from half-naked 
savages as we are. The Celtic 
chanot, incidentally, was open at 
the front unlike that of the Romans 
The sins of the pre-Raphaclites 
indeed die hard 

The pages devoted to the activi- 
ties of the firm deal with the pro- 
duction of diesel engines and boiler 
ind rotary filters, and highlight 
outstanding events such as the 4,000 
engines built during the war for 
assault craft, and the destruction 
of their Britannic works (later re 
built) by enemy action 

Altogether a very creditable piece 
of prestige print happily devoid of 
the turgidness usually 
publications of this type 


found in 


rT is not often that American tech- 
nical print is sent in for review, 
and we are glad to welcome to the 
ADVERTISER'S Wrekty Trade and 
Technical Section the new catalogue 
of the Charles Beck Machine Cor- 
poration 

This Philadelphian company 
manufactures automatic rol! sheet 
cutters and the II in.» 8 in. two- 
colour catalogue carries complete 
details of every Beck machine and 
the various accessories available 

Copiously illustrated and pro- 
vided with a quick reference chart 
on the standard range of each 
model, this catalogue is stated by 


the Corporation to be the most 


comprehensive presentation of sheet 
cutting data ever offered to indus- 
try. It should certair nterest that 
section of the print: trade en- 
gaged in packaging. Copies can be 
had from the Charles Beck Machine 
Corporation, I3th Street above 
Callowhill, Philadelphia 8, Pa 


THe FIRM of E. Boydell & Co 

Lid., of Old Traflord, Man- 
chester, most certainly believe in the 
use of colour and plenty of it, but 
one feels they have been a little 
lavish in the two new brochures 
featuring their Muir-Hil! dumpers 

In that dealing with the 64 cu 
yd. dumper, red and yellow is used 
with black as the third colour on 
every page. The effect is dazzling, 
so much so that the colour domin- 
ates instead of complementing. But 
there is no doubt about impact 
Colour apart, there 
every line of copy — but ts the sledge 
hammer technique, so effective in 
a singlefold mailing shot, really 
suitable for a twelve-page cata- 
logue? 

The colour 


punch in 


treatment in the 
second catalogue is much more 
successful. Muid-brown and pale 
blue are used in conjunction with 
black to feature the Hiway Dum- 
pers, Models 10S and 10B 

Both catalogues measure 84 in 

104 in. and give full details and 
specifications, including a series of 
photographs of the dumpers in 
ichon 


M AGNETS immediately conjure 
~ up visions of the horseshoe- 
shaped affair with red ends from 
which small boys used to derive 
much pleasure, It is a far ery from 
those to the magnets used in indus- 
try, however, and the range of 
magnetic equipment made by the 
Rapid Magnetting Machine Com- 
pany of Birmingham is most im- 


pressive 
In three new brochures, Nos 
116, 117 and 119, they give details 


of heavy-duty lifting magnets, mag- 
netic separators and gencral equip- 
ment. Measuring 11 in.» 84 in., 
each ts a two-colour job printed in 
Gill. Good use is made of half- 
tones, line and tints, and the cover 
designs very successfully put over 
the suggestion of magnetic influence 
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Have youa 
product or 
Service to offer 
EXPORTERS ? 


Hf you have, you will find 
the advertising columns 
of The Merchant Ship- 
per inval able in keeping 
our name before the 
Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service 


* 


Specimen copy and odvertising rates 
will be sent on opplicotion to 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.c.3 


Phone : Royal 5322 


If your clients sell goods or 
services to the textile industries 
you should investigate the help 
that can be given by 


The Linen Trade Circular 
Fibres, Fabrics & Cordage 
The Flax, Hemp & Jute 
Year Book & Directory 
The Irish Textile Directory 


Hi. R. Carter Publications Ltd 
2 Marcus Ward Street, Belfast 


METAL 
INFORMATION 
BUREAU LTO 


SPECIMEN 


A reliable medium 
for 


HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied 


Justries 


COPY & RATE CARD ON REQUEST 


RIDLEY’S 
WINE & SPIRIT TRADE 
CIRCULAR 
ESTABLISHED OVER 100 YEARS 
Christmas orders Special Issue 
October next. Special rates for 


wines, spirits and all allied 
products wholesale, retail 
Write 


110, CANNON ST., LONDON, E.C4 
Phone: Mansion House 2910-6100 


— 
F ; H 
MANUFACTURES 
| 
Viz 4 
‘ sal Bulletin 
Tuesdays & Fridays 
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the chemical 
manufacturer 


buys... 


Chemical Plant, Retorts, Distillation Apparatus, 
Evaporators, Pipe-lines, Pumps, Dryers, Mixers, 
Grinding Apparatus, Filters, Sacks, Drums, 
Scientific Laboratory Equipment, Protective Clothing, 
Trucks, Lifting Equipment, Temperature Recorders, 


Fire Fighting Equipment, 


a Silas couldn’t believe it cece through his journal 
heart leat lently, but the belief that 
his gold t gone could not ome at 

, once nly terror * Rate card and full particulars from: 8 Ludgate Broadway, London, E.C 4 
‘ ILAS MARNER' by George Eliot ESTABLISHED 79 YEARS 
TECHNICAL 


The gold that Silas Marner had hoarded so 


ACCOUNTS 


carefully and thought so safely hidden under 


Contractors 
Builders 
Engineers 


the bricks in the floor was gone-stolen! 


Today, as much as in the time of George Eliot, 


it is unwise to keep large sums of money in 


the home Such responsibility is best our 

entrusted to the Midland Bank, where you y op aD 
can be certain that your money is absolutely e 

safe, yet readily accessible for all your needs. trade subscribers may want to 
The Manager of your local Branch will be see your client’s announcement 


pleased to tell you how easy it is to 


open an account LABOUR NEWS 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


BOR OMNIA VINE 
4 


Peatures Section of 
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BIG-NAME HUNTING FOR ALL 
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ycoons are almost always friendly. They can afford valuable and influential of the two-legged species. 


to be. Even so, evening is probably the best time for Others, you'll find, will quickly follow him 


your attempt. Replete and refreshed, the tycoon m Equipment required: one copy of The Economist 
peaceably in the comfort of his den. Watch while he Cos 


t: (sufficient for one tycoon) less than 4d. per full page. 
flips through the pages of The Economist. Wait until he 


Good hunting! 
is pondering over some such article as “Censorship u e . 
Then—wham! Catch his eve with a shrewd, well 
Tata \ ; 


timed advertisement (anything from pipes to pr te: The Economist ts not a specialists’ paper. Tycoons 
tools will do}—and you have in the bag one of the most f every type (male 


[ and female) read it. 


THE ECONOMIST 22 RYDER STREET LONDON 


| 
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Should C.O.1. Become An 


Advertising Agency ? 


STIONS that the 
Central Office of Information 
might constitute itself as an 
advertising agency, and so draw 
the commissions now paid to 
agencies acting on its behalf, were 
made during the hearing of 
evidence on Government Infor- 
mation Services by the Select 
Committee on Estimates 

Officials of the C.O.L. expressed 
the ew that the expansion of 
staff and resources involved would 
nake such a4 proposition un 
economic 

It was pointed out to the 
Committee that all the big com- 
mercial houses do work through 


Report of a discussion when 
the Select Committee on Esti- 
mates was considering Govt. 


Information Services. 


recognised advertising agencies 
if in fact it were a paying 
proposition and a_ practicable 
proposition to cut out the agent, 
the big commercial houses would 
yne it long ago,” said one 

tness 
n evidence was given by 
Robert Fraser director- 
C.O.1, and Mr. D. B 
Administration Con- 
llowing dialogue 
in abridged form) 


“us tf your 

made any 

jal rates from 

ertisements 

years There 

was peci scount on Press 
adver vtained through 
ittempt was 

t im the 
t failed 
been 
I think 
would e¢ doomed to 
reason really of 

ing that newspapers can 
ment sell not twice over 
times over but ten times 


actual advertising space 


hey can make available 

ire not really going to 

reason for giving 

discour yn any form 

they can 

from so 
sources 

not the 

work which is now 

he idvertising 

discount 

so supposing 

the newspapers 

rnition to the Central 

of Information as an 
vertising agency 


Has any application been made 
for it to be so recognised’ 

No, because it has never 
seemed, I think, necessary or 
perhaps even wise for the C.O.1 
to attempt to equip itself as an 
all-round advertising agency. Of 
course the discount would not be 
allowed to the Central Office 
unless the Central Office were 
itself a fully-fledged advertising 
agency, producing all forms of 
Press and advertising material, 
buying space itself and dealing 
directly with the newspapers. At 
the moment there are some, I 
suppose, twenty-five or thirty 
different advertising agents em 
ployed on Government cam 
paigns, and that when it is all 
added together makes Govern 
ment advertising quite a large 
operation. In order to produce 
the quantity of poster and 
Press advertising material which 
the advertising agencies now 
produce under contract for the 
Central Office we would have to 
set up a very large organisation 
Neither the old Ministry of 
Information nor the C.O.1. how 
ever has ever gone into direct 
production of Press and poster 
advertising material I should 
have thought the main reason 
was that it is so very easy, and | 
think not uneconomic, to secure 
that material from the outside 
agencies 


Would Economies 
Effected? 

Do you think any economies 
could be affected by the expan 
sion of the C.O.1. so that it would 
he capable of taking over this 
work, provided the C.O1. was 
recognised by the Newspapers 
Proprietors Association as an 
advertising agency” 

Most advertising agencies—at 
any rate the good ones, and | 
hope the C_O.L., if it were one 
would be a good one—are fairly 
profitable, and I should have 
thought it was quite possible that, 
once the Central Office had 
equipped itself in this way and 
once the operation was a running 
operation, it could be conducted 
at slightly less charge to Public 
Funds—but I think it is specu 
lative. I think one could only 
guess It is a very competitive 
world, and London happens to be 
sunnlied by some extremely 

brilliant advertising agencies who 
of course, at the moment. have al! 
their talent organised and 
assembled, and it really would be 
4 gQiganthe operation to set up an 
entirely new Government adver 
tising agency capable of handling 
this volume of business. It would 
be an immense operation, and it 
ilso would be in a sense—this is 
not to say it should not be done 


(Continued on page xiii) 
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Encourage your staff to 


save a little every pay day 


Starting a Staff Savings Group is a simple process. 
All the information, equipment and publicity 
material you require will be gladly sent free of charge 
on application to your Local Savings Committee 
or to the National Savings Committee, 


1-5 Prince's Gate, London, S.W.7. 


lssued by the Nationg! Sovings Committee 
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C HCR “Agency Is The Best Field 
Ap Ror The Typographer 
is more than advertising agency is the the bone 10 fit the layout, then 


field offerir greatest ve syout will suffer thereby 
me pportunities for typograpt for however great the part played 
—ils ke at | mainly because p have been by the pictorial element, in the 
< | | w to realise the x of U final test slthough the picture 


il typog and are may attract attention and arouse 


€ crea ind stimulates to 
4 wet quotat vs Mr ACTION And to do this essential 
it ust Nave room to 
£168 a page-—Type area page 8)" x writing 1 the Con Age The qualified typographer is 
\y ‘| souver f the Guild the ideal liaison between copy and 
) Advertisement Manager 8.H BOWDEN Mr. Stee wi i 1976 I art H S enough Of an artist 
called tte t eed tor to see cye to eve with the ar 
Stitcheraft Ltd, Great West Roa lirector and enough of the crafts 
e typogray “wn direc and ¢ igh of ft 
Brentford, Middlesex ager deh hin W nan te appreciate the importance 


— a . | had practical! knowledge of type. of readable, friendly type. He is 


ad 


SHOULD €.0.1. 


es 
BE AD. AGENCY? 
(Continued from page xli) 
4 avery d sruplive operation It 
a proposal on which a number 
ol vioient opinions would be 
I | pass 
pure wih 
one of th irger advertising 
T at Ww are nead our 
| . ' a , Very roughly, Sir, if we set up 
Ppreciation o 
“<nert in t ivertisin ng with the whole of the work 
i t would be a little less in size 
et | 4 igency It would be, I should 
thir + th hir } 
| e lt rd dvertis est 
onde 
| a t know 
iS typeman, type ! or, type 
| inager, type capert, type direc AY 
| N E W S| | a while the chicf 1 pographer New Book On 
| f the J. Walter Thompson 
+ f New York is glorified by th Copywriting 
of D f ography The book Ther sno Sure-Fire 
OPSA DATA | 
r c exp ts d tt ore than had big success in America. is 
irk pe 1youts to be published in Great Britain 
Yreviously prepared hb n adver his tum chol 
MEHR IRAN, Persia. Publication | - eviousty prepa dy t tumn by N as Kaye 
| sing artis under the title Advertising Copy 
of this paper has recently| § In advertising s th Mr. C. Anstice Brown 
| of the LLP.A., has con 
been stopped by Government) § «et ist eater tributed a special chapter on 
Decree and should be deleted 909 ‘sideration than t ns of British advertising laws and re 
410; ene If the cut! gulations 


from our list 


If you wish to approach poultry owners of 
every description — use 


THE BEST MEDIUM FOR REACHING THE ENTIRE INDUSTRY 
Published Weekly 
MAKE A NOTE OF IT NOW! 


Bridge St Walsall BREAMS BLILDINGS. Phoue: HOLborn $70 


HABOKER, Tel Aviv. Rate 
changes effective immediately 


have been made and volume 


scale introduced ranging from 


i 
16 10d. minimum to 22 - maxi- ; c 
e 
mum for ordinary editions. i Malsall 


All on Middle East Press from 
GEORGE YOUNG 
OVERSEAS PUBLICITY & SERVICE AGENCY ("* 


10 Heet St.London Con 949467870 


Observer 


Rives complete coverage 


“Observer’’ Buildings 


ad 


10 AM 
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Air reaches every part of the habitable globe. THE ABCs: TIMES 
AND ITS COMPANION 
PUBLICATIONS 


More than 15,000 copies leave the London airports daily for 


the cities of Europe, for New York and Washington, Toronto LITERARY SUPPLEMENT 
fiver Friday 
and Montreal, Delhi and Johannesburg, Singapore and Sydney. EDUC seg ht may EMENT 


naps 
Printed on India paper, but otherwise identical down to the eee 


WEEKLY EDITION 
last comma with the copy of The Times deposited on London Every Wednesda 


. REVIEW OF INDUSTRY 
doorsteps, The Times By Arr is available throughout the five First Wednesday of Every Month 


THE TIMES SURVEYS 
continents more quickly and at less expense than ever betore. ene ee 


The Times B) 
ge 
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GOOD NEWS 


HAVERTON YARD GETS ORDER 
POR 18.000 TONNER 
‘THE Furness Shipbuilding Co. Lid 


moe that they 
of tanker 


bu Company 
news for 

ad hat delivery of 
for 


The 


Sunderland Echo 
and 
Northern Daily Mail 
x West Hartlepool | 
7 are read by the men engaged 
; in shipbuilding and engineer- 


ing and they enter every worth 
while home in this area 


THE COMBINED CIRCULATION OF 


112,008 


January—June 1950 

SPEAKS WELL FOR THE VITALITY 
OF THE ADVERTISING COLUMNS 
LONDON OFFICE: 85 Fleet Street, E.C.4. Telephone CENtral 2845 


Members of the Audit Bureau of Circulations since 1932 


LEICESTER 
CHRONICLE 


If vou want to sell to women in th 


Leicester area, use the 


Ilustrated Leicester Chror le 


its a paper that women study the 


whole way what is 


ere does ever) omer 


member of the family 


ALBION STREET, LEICESTER 


LONDON OFFICE: 44 FLEET B.C.4 
TELEPHONE CENTRAL, 6820 


xliv 
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‘Govt. Advertising Clutters 
Up The Newspapers’ 


Extracts from an address by J. R. BEVINS, Conservative 
M.P. for Toxteth Division of Liverpool, to Liverpool 
and District Publicity Association. 


A DVERTISING, undoubt- 
f\edly, has many valuable 
functions. Without it, it would 
be hard to sell or popularise 


any commodity; with it the sales 


of the good-value article rise and 
the economies of large sale pro 
duction often more than off-set 
the cost of publicity . But x 
seems to me that nowadays there 


are certain forms of advertising 


which are rather less than leg 


mate. | ref 


mainly to advertusing 
Departments 
either by themselves or throug} 
the Central Office of Information 

fake for example the adver 
tisements of the BI which 
nvanably portray 4a magnificent 
new power station and by imp! 


cation praise the works of Lord 


by Government 


Citrine and his cohorts, of whom 


there arc, | am told, a consider 


ible number. What purpose do 
they serve’? It is not to tell u 
what B.E.A. ts doing, because all! 
the plants in the advertisement 
Ww started vleed ne were 
finished—in the d Private 
Ente prise Per y t may be 
to encourage us ore cul 
nt—and that, wh the men at 
Clarence Dock (Liverpool) and 
clsewher ire OV jing th 
stand-by plant in diness for 
the winter cuts. | do not know 
As pub ty men perhaps tl 
secret has been revealed to you 


arty on 


Nationa! Savings; it runs to about 


£500.000 a vea The Chancellor 
recently told me in the Hows 
that he thought this money wel 


spent I don't Nor does the 
Select Committee on Estimates 
which 1s an all-Party Committee 


When the cost of ris rising 
ind money tting t r and 
tighter Is uld ig 
iat to advertise Nat i t 
is to focus alfentio n the op 
portunities for withd athe 
than saving. For over a year now 
withdrawals have exceeded sav 
ngs I myself b eV that the 
temporary stoppage of this for 
of publicity would promote 


National Savings 


atrenuon 


Many yacerns 
Simply supply 
from to 


int 
Multilith and Rotaor 


nd 


FARRINGDON RD. LONDON E.C.1. Telephone Terminus 2491 (4 lines) 


Or, turn to the 


Ministry of 
Transport 


which has recently 
been treating § the public like 
small boys with comic strip efforts 
in the Press captioned “A load 
off your mind These show 
British Road Services responding 
with miraculous alacrity to tek 
phone requests to move whales 
trom the Scottish coast. What is 
the aim of this? I should have 
thought that people who mean to 
transport their goods do not need 
persuasion to do it Yet if the 
Road Services are trying to show 
how much better they are than the 
Railways, then that is in clear 
conflict with the wish of the 
Government 

Or, the Ministry of Fuel and 
Power. They have been pleading 
with the housewife, both in the 
Press and by means of near-panto 
mime gaiety, to buy coke My 
wife ordered some nine months 
iZo She is stil waiting for it 
| have no doubt this can be ex 
Plained away 


Finally. I invite you to look 
at the Ministry of Food now 
spending £330,000 a year on pub 
licity. Listen to the Ministry's own 
words 

The Ministry’s advertising 
is now aly 


lost completely 
limited to publicity for food in 
which the Department is in 
terested (e.g. imported rabbits) 
ind not ces where to collect 
raton books and, again, ad 
vertising campaigns are needed 
to assist in the orderly disposa! 
of the Ministry's stocks The 
cost of such campaigns 1s in 
finitely less than the cost to the 
revenue of the stock losses 
which might otherwise arise 

most of this ad 


In my view 
rt wastes the tax 


vertising—whict 
payers’ money, clutters up the 


newspapers with a lot of rubbis! 


rogises certain pot cal doc 
trines which badly need it ind 
secks to revolutionise the trad 
tional diet of the Englishman in 
der to conce il the errors of 
civil servants and politicians 
should cease 


msistent Dish 


vice 
hensive service inval 
the Company handics the 
your machine 
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back NORMAL 


For more than nine years 
The Grocers’ Gazette has been produced 
under most difficult conditions arising from 


the war and due to enemy action. 


Most of these difficulties have now been overcome 

and at last we are back to more normal conditions 

The result is an even more attractive paper with increasing 
circulation, giving better service to the Grocery and Provision 
Trade. At the same time we are able to make a welcome return 


to series rates, dating from our first issue in October. 


ESTABLISHED 1/88! 


The Grocers’ Gazette covers the 
Wholesale and Retail Grocery and 
Provision Trades in more than 3,000 


Rate cards on request to the towns and villages in Britain 
Advertisement Manager, 

26/28 Fish Street Hill, London, E.C.3 

Telephone : MANsion House 4216/7 
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Resolution to be considered at A 


ing Of shops during the 


wag CREAT 
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Traders To Ask 


Govt. For More A comprehensive scheme 


their 1951 publicity, ¢ 


ming on “Festival” with 
has been prepared by Jk 
ene ot Joule & Sons Lid. brewer 
Trad Stone Ales 


) [he scheme embodies 


being f idvertising and the use 
window light ame motif in transfers, 
lisplays counter stands 
desirable and showcards 
Elec During the early part 
neg Festival announcements wil! 
Ministry of low the pattern Fe 
a view Britain 1951——Festive 
for at Britain Since 1779—-Joule’s Stone 
ot wi Ale.” 
lighting for shops during The scheme will be deve 
montlrs to show various local invention: 
January and and innovations of the century 


Agents are S. D Toon 


be ite fe blood of our free star 

big newspaper 
advertising c su Ry the 
Duly TRAPINES ject on 


readership. from windows of TRAPINEN 
Dura at the disposa 
ar Srives Ww 
window 
ist. the “ 


includ MOTOR We 


PRIELD ORGANISATION NUSWIHF 


REMINGTON SUFFLETTE onger 


*Trapinex’ (Regd.) Paint Transfers are fully patented and manufocture 


TRAPINEX LTD. 100 COMMERCE HOUSE, HIGH ROAD, WOOD GREEN, LONDON N.22 


TRANSFER MANUFACTURERS AND DIRECT 


Bowes Park 68/1 /3 Grams: Trapinex, Wood, 


PUBLICITY FOR ‘FESTIVE ALE’ 


ised 


Window Lighting Festival of Botain and pun. 


stival 


NATIONAL NEWSPAPER 


nels sales with 
TRAPINEX .. 


Trapinex, London 
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50 Guineas For 
Poster Design 


Mr. Charles Mansell, nominee 
of the public relations committee 
f the riush Federation of 
M ister Printers to the committee 
Organising the open-air inter- 
national poster exhibition, being 
arranged by the Council of Indus- 
Design next year, has 
offered a prize of 50 guineas for 
the best design submitted by an 


irt school student for a poster to 


advertise the exhibition Two 
thousand copies will be required 
size will be double crown, and 


the poster must contain not more 
than five colours 


Brian Hilton's 
Judgment ‘Sound’ 


Writing to thank ADVERTISER'S 
Werkxty for publishing Brian 
Hilton's ntary reference 
to cratu iesned by the Ideal 
Insu ance C. ompany, Birmingham, 
Leslie Price, the P.R.O. says 

Doubtless, he (Brian Hilton) 

will be pleased to know that 

I nt On this matte 
oved sound The 
literature n question was 
issucd at the beginning of June 


this year, and our Fire business 
tituted a 


Limmast 
Fire In 
than 
nding 


design ind written by Mr 
Price The finished art work was 
executed b Charles Hurliston 


Ltd... and printed by Hudson & 
Ltd, both of B 


nenan 


AFTER BUSINESS HOURS 


View Over The Park” (Ly, 


Hammersmith) is a play by C. P 
Snow about an ambitious civ 
servant und his manceuvres 
committ } Ver rb 
vwusly a novelist’s first effort ot 

. 


The Little Hut Lvric 
Robert Morley, David Tomlin 


sor Joan Tetzel and Geoffrey 
Toone in the story of a man, his 
wife and her lover cast away on 
in island. ( ent: Occasion 
ally funny tenuous rath 
distas il 
The Dish Ran Away” (trans 
ferred to tl bau oro 
des amorous dventures fo 
Frank Leight Betty Paul and 


Mrs. Tanqueray’ 


fascinating Pin 


n h h I leen 
or i ant if con 
Tormance Com- 


ment No theatre-lover should 
miss this play. if only to be able 


Features Section of 
Heath Lid., of Solihull, Birming 
on ham, who have handled Joule’s 
in publicity for over a quarter of a 
ve century without a cak 
hn 
National Chamber 
(Skegness, Septembe ee I 
orgar g mana 
op ger’s job, Mrs. Beatrice Warde, 4 
. publicity manager, the Monotype a 
mc Corporation Ltd., toid the Insti- 
ben tute of Public 
tric recent meeting 
Brigadier R. F. Johnson, head 
uc of the News Bran of th 
lea Department ontended it was 
dow essentially i P.R.O's duty ! 
busin view that was warn pproved 
of tf by the large number of P.R.O.s 
Februa xt rresent 
surance im June this y 
VERED 
RESERVED 
ff 
(Read) 
DVERTISING & saw HS CLOCKS W SMITH. Vac WRENS 
4 National Press. When 
decides on media for its Trarinex Paint Process designs can tx ited 
7 nothing is left & ance 1 fwractically any surface and sources of the 
tw reach its potentia search Laboratory, Designers and Planners are 
thousands cwsagents f all potential users 
brilliant, f ef amd fertake fixing of transfers retailers 
the message home rig a oth try and sha © pleased 
public and product meet An interesting little booklet which "deals 
is almost ses “Tearinex’ is yours asking 
can be pot picased send a copy and to help, to tt 1 7 rent 
OO. BERGER PAINTS, CADRURYS, CHERRY ally best abilit with any of y marking Witty pleasantly naughty 
HOENIMANS HWOVIS, LEVER MARS PS ‘ al use *Teapinex’ are limitless, so why 
MELTONIAN, MURPHY 84000. not w ¢ is impossible ust takes a@ little The Sccond 
Herlie gives 5 
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EXCEPTIONAL 


An opportunity 
House for 
writer executive 


man of resource and worthwhile 


Advertising both on the Creative 


and Administrative side is 
essential. Applicants must not 
be over 35 years of age. Corres- 


OPPORTUNITY 
FOR A 
FIRST CLASS 


COPY WRITER 
EXECUTIVE 


presents itself 
n a leading London Publishing 
a first-class Copy- 
He must bea 


deas. All-round experience in 


pondence will be handled in 
strict confidence Apply in 
writing giving particulars of 


experience, qualifications, age 


and salary required to 


Box H.792 co STREETS 
110 O'd Broad Street, E.C.2 


ADVERTISEMENT 
t 


MANAGER wanted 


PRODUCTION 
CHIEF 


Progressive West End 
Agency with staff of 80 
requires an experienced 
live-wire Production Chief 


He must be competent to 


administer and take full 


responsibilities for both 

Press and non-Press pro- 

duction departments. Full 

particulars please, including 

age, experience and salary 

wanted 

Box 577 
Advertiser's Weekly, 180 Fleet C.4 
SALES. MANAGER pared Pla 


« Piam H 


RATES: 


RETOUCHING 
ARTIST 


Required by Studio of 
Advertising Agency 
384 hour week, full holiday 
and sickness 


scheme. Salary £500—£750. 


payment 


Interesting work, excellent 
conditions and permanency 
offered Write fully in 
confidence to 


Bex 179 
Advertiser's Weekly, 180 Fleet 


ART EDITOR required for 


Rox OH) Ad Week Fleet a 


FRODLCTION 
r Put ty 


ASSISTANT 
Department 


CREATIVE ARTIST 
required 


for Christmas Card, Stationery, 
Lettering and general work by 
large firm of Manufacturing 
Stationers mn Manchester dis 
trict. Interesting work, excellent 
conditions superannuation 
scheme, permanent position for 
the right person Please send 
full particulars of previous ex 
perience, etc., to the Production 
Director 

NEWTON MILL LIMITED 

HYDE, CHESHIRE 


ADDY ER TISING 


The 


FULLY QUALIFIED man or woman 
1 for the Preoxtuct 


naling grap ar 
work is @ advaniae 
Ad. Week Sf 
FIRST CLASS SILK SOREEN 
Cutter at " 
ern Als scan exper 
Ar ‘ 
“I | s \ 


“G INDt 


say 
know 
* 
and 
Advertising Manager 


Street, SW 


ADS ERTISING 
Tot 


MAN WITH 8U ILD 
ENPERIENCE. 
witt ra 


DPFARTMENT 


Iwil 


APPOINTMENTS WANTED 
ane other clawifications per lime 
Bach time comsiets of overage of 
ome Wee and & to be paid for 
7 


imaertions, § on 15, om 15 om Sl. All advertivement: for leu than «vee 
imertions MUST BE PREPAID Address: “ Advertiver’s Weekly.” 186 Street, 
Loadoa, £.C.4. Chancery 6544 


APPOINTMENTS VACANT 


ARTIST Mus 
Good tnowleds 
non t era Ap 
New tre A Ser 
gate H Sur 
mion, EC 4 
A SHORAHAND 
Direct 
P ‘ 
week Suff 
Bue A Week fleet St 


FIRST-CLASS 
LETTERING 
ARTIST 


Must 
and competent in all 
Send 


mens, but 


wanted be swift 


Styles no speci 
(giving 
details of age, experience 
and salary required) for 
appointment to 


GREENLY’'S LTD. 
5 Chancery Lane, W.C.2 


write 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT %. per 
per tech. 
Minimum three limes. 
Bex samber counts 
iy charged for ase of Box Office. Series discounts 


ening cssem 
attod a by Adver 
Write f mt 


cxapeneme ond “aa 


is there an 
artist 
in the house? 


. and we mean an artist, not 
a beginner nor even a promising 
improver 
designer, 


if you're a first rank 
letterer, retoucher or 
figureman, we can probably fit 
But 
the operative words are ‘first 
and only the best 
satisfy both us and our extremely 
We have the 
right ideas on salary and condi 
good men 
Please telephone for an appoint- 
ment 


PENTAGON 


Design Services Limited 
WELBECK 5445 


you into our organisation 
rank’ will 
exacting clients 


tions for really 


PROVINCIAL 
cqures | 


NEWSPAPER 
cr nine repress na 

Replies “cual 

fos 89 Ad Weekly 


Trees St ta 


to imitiate 


a ( reative 


Agency 


work, 


creative work 


side of a senior group 


Visualiser, 


creative and artistic ability 


Experienced Senior 


Visualiser 


required by 


first-class London Agency 


on National 


Accounts and to control the presentation 


This ts an excellent opportunity for 


experienced in 


to give full scope to his 


with remun- 


eration at an appropriately high level. 


Write Box 597 
Advertiser's Weekly, 180 Fleet Street, E.C.4 


APPOINTMENTS VACANT APPOINTMENTS VACANT 
2 GUNORAI COMMPERCTAI 
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| 
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‘ Ne 190 ch Kes ad Weekly 180 Fleet “it 
HE ’Phone your Classifieds to CHA 8844 (Ex 23) 
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BOOK 
DESIGNER 
WANTED 


First class re- 
quired by large London 
Publishing House. Age 
limit 38. Good educa- 
tional background 
essential and experi- 
ence of varied make- 
up. including fully 
illustrated books 
Exceptional scope and 
opportunity for right 


man. Write 


Box H.824 clo STREETS 
110 Old Broad Street, E.C.2 


BLACK AND WHITE (Comm Arte 
waned, pre nt 
wist for Poster and She wd work 
Apnly sta aperieth Ha ne 
Advert ne Ark Road Waltham 
stow 
COPYWRITER ond IDEAS ma 
\ 
ake “ 
ant me snlag 
Ad W tia 


CANDIDATES FOR 
THE AA. LIPA. and ISMA 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per 
centage of the A.A. Diplomas 
awarded in recent years and 
1S.M_A’'s Pickup Medal in 1944 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised 
in modern Advertising, Sales 
manship, and Sales Management 
Send for our 28 page booklet 
“Advertising or Salesman 
ship and Sales Management” (36 
pages) Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS Dept. AW. 3 
International Bidgs.. Kingsway, W.C.2 


ESTABLISHED PUBLISHING HOLSE 
has vacan for a spa 


Boa 74 Ad Weekly 


Phone 


xIviii 


CLASSIFIED ADVERTISEMENTS 


GENERAL STUDIO ARTIST wanted 
( ompectent rounder dewrme 4 
von w a futur should write, stat 


A FIRST CLASS 
CREATIVE VISUAL.ISER 


is required by John Haddon & 
Co. Led 
agency experience on National 
Accounts preferred. Write for 
interview to Secretary, II, 
Salisbury Square, €E.C.4 or 
‘phone Central 8156 


One with previous 


gency 


EXPERIENCED COPY IDEAS MAN or 
yoman required by Fleet Street A 


Box Ad Werkly 180 Fleet St Ec 4 


VACANCY 
for 


VERSATILE ARTIST 


in publicity Studio of large 
newspaper group 


All round experience of 
lettering, layout and dis- 
play work. State experi 
ence, salary required and 
when tree 


Box 596 
Advertiser's Weekly, 160 Fleet E.C.4 


COPYWRITER ALISER wanted 
Ihe work is interesting « flers » 
man with vita W rote 


ictatls apenen an aia 


Smee’s 
require 
FIRST CLASS 


CREATIVE 
ARTIST 


Must have good Agency ex 
perience with ability to 
control creative team and 
prepare complete schemes 
to presentation standard 


2 ASSISTANT 
CREATIVE 
MAN 


With experience to produce 
finished layouts and adap 
tations Good knowledge 


of typography essentia 


THESE ARE PERMANENT POSITIONS 
SMEE'S ADVERTISING LTD 
3} $ DUKE STREET 
MANCHESTER SQUARE, wi 


TELEPHONE SWITCHBOARD 
How iw 


your Classifieds 


Can you 
measure up 
to these 
requirements 2? 


The Agency Executive we are 
seeking is between 35 and 45 
He is thoroughly mature in his 
judgment — has climbed all the 
steps of the Agency ladder 
except the last —has considerable 
creative ability and a flair for 
Originating and writing sound 
technical and industrial adver- 
tising in all its forms Salary 
will be commensurate with 
ability and experience and he 
can look forward in due course 
to being rewarded with a 
Directorship 

Applications—which must be 
by letter only and which will be 
treated in strict confidence— 
should be addressed to the 
Managing Director 


GILBERT ADVERTISING LTD. 
10 Norfolk Street, London, W.C.2 


LETTERING ARTIST howcard ex 
penen tcresting work. good cond 
Jay 

wih ne 


week 
STUDIO FILMS 
Dean Street W.1 


LAYOUT Put y M »f ding 
t “*-publishers requires assistant, with 
know ara lay 

t Pr mater 
posit 
providing nd Write 
Put ty Manager Lt 
18 St. Andrey 
All equired 
ry req 
A Week 80 Fleet St BC4 


ENGINEERING 
COMPANY 


located in London requires as 
assistant for Advertising Depart- 
ment a young man with three to 
five years Agency experience of 
Contact work. He should have 
had a good grounding in adver- 
tisement production and print- 
ng and should be used to 
handling clients in a junior 
capacity. The man we are look- 
ing for will feel that he now 
understands the fundamentals 
of his craft, and is ready to move 
on to a position which offers 
him greater responsibility and 
better prospect of early ad- 
Preference will be 
given to a young man with a 
public school education. Apply 
giving full details of education, 


vancement 


advertising experience and salary 
required to 

Box 585 
Advertiser's Weekly, 180 Fleet St..E 
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YOUNG LADY 
oy oF 


assistant 


siating 


a 
cx required to 
SO Fleet St EC4 


COPY & LAYOUT 


Wanted by northern agents, 
Leeds/Bradford area, man who 
can produce intelligent copy 
with competent layout, mainly 
for trade paper accounts 
Booklet, folder, catalogue work 
is a large part of the job, good 
knowledge of type is essential 
Grasp of printed displays and 
packaging design would be 
helpful. The work calls for a 
mature hand Write, but do 
not send specimens, to 


Box 567 
Advertiser's Weekty, 160 Fleet Se.. E.C.4 


EXPERIENCED LETTERING ARTIST 
re by can wore 


CIRCULATION MANAGER required for 
London weekly Must 


be ¢ man 
able 1 ake t mir Wr 
party ulars salary regu 
nm strict nce 


WOMAN 


COPYWRITER 
WANTED 


by a prominent London 
Advertising Agency to team 
up with a layout visualiser as 
a Group to initiate ideas and 
copy. The group has a number 
of interesting National 
accounts covering domestic 
products, fashion, cosmetics, 
etc. She should have had 
practical experience in 
handing this type of account 
and must have a good fashion 


sense 
Details of experience can be 
sent in strict confidence to 


Box 598 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Ltd Strand. W ¢ 
SILK SCREEN MAN good ster sther 
and operator ur s pw 
muses G and ary 
Road. SW ¢ 
YOUNG MAN ae “ nine 
P shers for “ 
7 ary War k A 
Chancery | c W 
IMPROVER SHOWCARD WRITER 
with son ks 
Comm My salary according to 
suc nd 
supplied W fetails 
Box S64 Ad. Weekly Fleet St BC4 


LETTERING ARTIST REQUIRED 
LATHAM'S SIGNS ( shalt 
Road ? 


Sutton Vigilant “4 
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GEORGE NEWNES LIMITED 


The S3rd Annual General 
Meeting of George Newnes Lid 
was held on September 14 at the 
Company's office, Sir Frank 
Newnes, Bt. (Chairman), presid 
ing. The following is an extract 
from his statement circulated with 
the accounts 

The combined profits of the 
Group amount to £904,582 as 
compared with £968,443 last year 
After taxation, the net profit is 
£500,308 as against £526,092 
The reduction is mainly due to 
the fact that, in accordance with 


the usual conservative financial 
policy of the Company, a con 
siderable expenditure incurred in 
the lust month of the financial 
year im promoting the sales of one 


of the most important properties 
{ the Group, was charged to the 
years accounts 

Out of the total net profits of 
£500,308. Newnes'’s sharcholders 
receive £141,273; Outside Share 
holders in Subsidiaries £29,106; 
General Reserves £112,000; Sick 
and Pension Funds £20,100; Sup 
plementary Pension Accounts 
£95,000); Development Accounts 
£14.000 and Paper Cost Equal- 
isation Accounts £80,000 The 
latter is a new allocation for the 
year to which further reference 
is made later. The total amount 
carried forward to next year's 
accounts is £267,785 


The Accounts 

The Accounts of the parent 
company, Newnes, show a net 
profit of £252,252, which com- 
pares with £205,096 last year. 
With the amount brought forward 
from the previous year, and after 
paying Preference Dividends and 
§ per cent interim dividend on the 
Ordinary Shares, there is an 
available balance of £244,198 
The Directors propose that a final 
dividend of 10 per cent be paid 
on the Ordinary Shares together 
with a bonus of 5 per cent making 
with the interim dividend a total 
of 20 per cent as for last year 
that £6,500 be transferred to Em 
ployees’ Sick and Pension Fund; 
£20,000 to Supplementary Pen- 
sion Account, £20,000 to Paper 
Cost Equalisation Account, and 
£50,000 to General Reserve, leav- 
ing £72,698 to be carried forward 
to mext vear accounts 

Turning to the Group 
Accounts, the Consolidated 
Balance Sheet again reflects the 
widespread character and strength 
of the organisation, now compris- 
ing twelve publishing companies 
Among these are C. Arthur Pear- 
son Ltd., Country Life Ltd.. W. H 
& L. Collingridge Ltd.. Temple 
Press Ltd.. National Trade Press 


Ltd, and Leach’s Publications 
Lid The Combined General 
Reserves, and Reserves for Con 
tingencies, are now £862,356, and 
Capital Reserves £252,799 In 
sddition, Development Reserves 


set aside for promoting new 
activities and developing existing 
publications, amount to £483,491 
Cash and Tax Certificates at 
£1.540,769 compare with 
£1.430.171 in the previous ac 
counts Undistributed Profits 
stand at the healthy total of 
£767. 78S as prev wusly stated 


Paper Supplies 

Late last year Periodical pub 
lishers were notified that the 
industry would be freed from 
paper control at the end of 
February last, and that thereafte! 
they would be permitted to use 
whatever supplies they were able 
to obtain Unfortunately this 
freedom did not prove to be all 
that was hoped for, and in our 
own case available supplies fell 
a good deal short of our needs 
The result has been that we still 
have publications, published 
weekly in pre-war days, continu- 
ing as fortnighthes, whilst others 
have been retarded both in circu- 
lation and pages, although very 
substantial advances have to de 
recorded in these directions. The 
Paper position is still stringent 
and seems likely to remain so for 
some time yet; also costs have 


risen substantially in recent 

months and are still rising 

Big Sales Increases 
Notwithstanding difficulties 


with paper supplies, we have to 
record a solid and satisfying ad- 
vance in the circulations of most 
of our journals. Taken altogether, 
the total number of copies now 
being bought by readers is more 
than SO per cent above what it 
was at June last year Indeed 
our leading weekly periodical in 
the women’s field, Woman's Own 
produced under the most modern 
methods in colour photogravure, 
has gone far beyond that. In the 
same period it has practically 
doubled its sale, which now ex 
ceeds 1,750,000 copies per issue 
and this highly popular periodical 
is recognised as one of the most 
powerful advertising media in the 
periodical field Home Notes 
for over fifty years a family 
favourite, still reaches more than 
350,000 homes every week 
4mateur Gardening, the leading 
gardening weekly, holds its fore 
most position with the highest 
sale in its long and successful 
history. This applies similarly to 


Another Good Year 


Sir Frank Newnes’s Statement 


The Smaliholder, the accepted 
journal for all small food pro- 
ducers, which has never had a 
wider following of readers than 
it has to-day. Country Life has 
firmly maintained its pre-emin 
ence and unique position and « 
recognised as one of the most 
influential advertising media for 
property announcements and ad 
vertisers of quality products. Our 
many other periodicals too 
numerous to mention individually 
are set out in a printed list ac 
companying the accounts, and a 
study of the list will convey the 
widespread nature of the interests 
catered for. Altogether the Group 
possesses over fifty publications 
weeklies and monthlies Our 
trade and technical press interests 
are represented by well-known 
trade and technical journals of 
Temple Press Ltd., and National 
Trade Press Lid., both of whom 
hold a foremost position in that 
branch of publishing 


Chambers'’s Encyclopedia 
Reference has been made on 
previous occasions to the great 
publishing enterprise upon which 
the Company has been engaged 
over the past five years in produc 
ing an entirely New Edition of 
the world-famous Chambers's 
Encyclopadia by arrangement 
with W. & R. Chambers Ltd., of 
Edinburgh. This immense under- 
taking, comprising fifteen volumes 
and containing over fourteen mil 
lion words has now been com 
pleted A large first edition is 
printed and bound and the Com 
pany is now actively engaged 
with the marketing arrangements, 
not only for the home market but 
throughout the rest of the world 
where there is a continuous and 
considerable demand for a stan 
dard British encyclopedia. It has 
been stated before, but can just 
fiably be stated again, that the 
New Chambers's is a work of the 
first order of importance in 
authority and scholarship It 
brings together the most up-to 
date knowledge in every field of 
human endeavour, contributed by 
some 2,500 leading scholars and 
authorities of the day under the 
guidance and collaboration of 
fifty-two Associate Editors In 
April last, when sets of volumes 
first became available, a distin 
guished gathering attended a cele 
bration luncheon, when high tri 
bute was paid both to the courage 
of the Company in engaging in 
an enterprise of such magnitude 
and to the efficient and adequate 
manner in which the plans had 
been fulfilled. It was a source of 
deep gratification to the Company 


that His Majesty the King 
graciously acceded to the Com 
pany’s request that the New 
Edition should be dedicated to 
him 


New Australia Company 

At the beginning of last year 
our Managing Director visited 
Australia, primarily for the pur 
pose of forming a new company 
to represent the Company's in- 
terests on that side of the world 
The new Company is now in 
being, and its first and principal 
concern will be to take care of 
the marketing arrangements in 
that country of Chamberss 
Encyclopaedia and other impor 
tant volume Works handled in 
this country by a specialised 
branch of our business, The 
Home Library Book Company 
With the rapid developments now 
proceeding in the industrial life 
of Australasia the Company con 
siders that the course they havc 
taken should hold out sound 
prospects for the future 

As to the prospects for the 
current year, it would be rash to 
attempt a prophecy in view of the 
many varying factors. Production 
costs, notably the cost of paper 
have risen substantially and con- 
tinue to rise, and with the big 
consumption both of paper and 
printing in our various businesses 
such increases can have heavy 
repercussions on our carnings 
On the other hand, the circula 
tions and advertisement revenues 
of the publications are being wel! 
maintained, and we have the satis 
faction of knowing that we have 
powerful resources to help meet 
whatever contingencies May arise 
in the coming months 

At the end of last year our old 
friend and colleague, Mr. Theo 
Stephens, retired from the posi 
tion of Managing Director of 
Pearson's, having decided that 
the time had arrived to shed some 
of his business responsibilities 
For similar reasons he now retires 
from the Newnes Board, also 
from the Board of Country Life 
Over many years the organisation 
has had the benefit of Mr 
Stephens'’s long and varied ex 
perience in publishing. and the 
Directors record with deep ap 
preciation the many valuable ser 
vices rendered by him 

The Directors again pay full 
tribute to the able and hard 
working staffs of the various 
companies and thank them all for 
their excellent services over the 
year 

The report and accounts were 
adopted 
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THE ADVENT of Mail 
Marketing (Scotland) Ltd. in 
Glasgow, in February of this 
year was welcomed by 
Scottish advertising agents, whose 
needs for an augmented 
mail service at their own door 
step have very much increased 
Its promoter, Duncan M. Wilkie, 
tells me that almost every Scot 
tish agent is now making use of 
the service. It is a point of pride 
with the company (now working 
at full capacity) that no matter 
how large an order has been, they 
have cleared it within a week 

Although comparatively a new 
comer to this branch of publicity, 
Duncan has had a wide experi 
ence in advertising. He started 
with Collars Ltd, going from 
there to the Hamilton Advertiser 
ifter which he was production 
manager with the Cowan Ad 
Service in Glasgow, before 
branching out on his own 

He is chairman of the Scottish 
Society of Diploma Members 
and convener of the Education 
Committee of the Publicity Club 
of Glasgow. His father, the late 
John Wilkie, who was for 37 


direct 


Mainly Personal— 


By CONTACT 


years with the Scottish Daily 
Record, was well-known in ad 


vertising circles. 


TO COME across a novel with 
an authentic advertising back- 
ground ts something of a rarity 
My curiosity was therefore keenly 
aroused when I read The 3] st of 
February (Gollancz, 8s. 6d.), a 
rather unusual crime story by 
Julian Symons The author, it 
was evident, had had personal 


experience of advertising agen 
cies from the inside, and had 
used this skilfully to furnish a 


setting for a book of more than 
average merit. So I made a few 

Julian Symons, | learned 


is an 
author and literary critic who, 
since 1946, has contributed the 


weekly column on books in the 
Manchester Evening News. Be 
fore the war he edited a high 
brow poetry magazine, Twentieth 
Century Verse, and if was not 
until he came out of the Army 
in 1944 that he entered the adver 
tising business The advertising 
agency phase of his career lasted 
for four years, during which he 


KENT 
MESSENGER 


HEAD OFFICE: MAIDSTONE 


H.R. PRATT BOORMAN, MBE 


Proprietor 


LONDON : 


80 FLEET ST. 


ARTHUR CLAY CEN. 7500 


A. E. Upton 


was successively copywriter and 
account executive 


He has written three other 
detective stories, one of which, 
4 Man Called Jones, has a 


lightly sketched advertising back- 
ground, also two books of poems. 
In March this year he published 
a biography of his _ brother, 
J. A. Symons, littérateur, 
bibliophile and gastronome (he 
was joint founder of the Wine 
and Food Society), whose book, 
The Quest for ¢ has sold 
over 100.000 copies 

The 31st of February 
a thriller and a clever psycho 
logical study, the central figure 
being an agency copy chief. In 
some respects it could be re- 
garded as a satire on advertising, 
for the agency scene 1s sketched 
in with a trenchant pen, but 
the author assures me that it was 
far from his intention to attack 
the advertising business after the 


rvo 


is both 


manner of The Hucksters. Much 
of the agency material is deli- 
berately distorted but the 


characters are so true to type that 
the picture, fantasy though it 
may be carries conviction 
Readers tamiliar with the agency 
world will find themselves de- 
vouring this book with relish. 


* * * 


IS ANYONE 
ing a rifle 
men? If so 


interested in form- 
club of advertising 
he will find a will- 
ing collaborator in Arthur E 
Upton, new advertising manager 
ot Cuxson, Gerrard & Co. Ltd., 
of Oldbury A keen member of 
the Solihull Home Guard Rifle 
Club, Upton tells me that he 
can boast of one cup, won with 
1 “possible” (a mere 100 out of 


100), and that his handicap in 
the Warwickshire Small Bore 
Association is 97 

Cuxson, Gerrard make such 


products as Carnation Corn Caps, 
Adaptoplast, and Sanoid first aid 
equipment To Upton, the 


pharmaceutical field 1s new and 
fascinating, as for the last 11 
years he has been advertising 
nanager of Macrome Ltd., 
Wolverhampton (“the toughest 
tools in the world”), and super 
vised the organising, administra 


tion, and later the dismantling, of 


the war time factory at 
Leicester Before going to Ma- 
crome’s, he was assistant adver 


Harrison 
curtain 


sing manager with 
Birmingham) Ltd.. the 
rail people 

4 good club man, Upton has 
belonged successively to the 


Charles Birchall 
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Julian Symons 
Birmingham and Leicester clubs, 
and lastly to Wolverhampton as 
council member and education 
committee chairman 

Aged 42, he is married, with 
three children. His eldest son is 


in the R.A.F 

CHOSEN to lead the British 
Federation of Master Printers 


team that is going to the U.S. in 
the New Year to study American 
lithographic printing methods is 
Captain Charles Birchall, chair- 
man and general manager of the 
firm that owns and publishes the 
daily Journal of Commerce and 
Shipping Telegraph, as well as 
many books and magazines de- 
voted to merchant shipping and 
the sea. Biurchall’s have one of 
the best equipped binderies in the 
country, and their litho products 
include books, labels, wrappers 
and newspaper supplements. 

He himself is a member of the 
Federation’s council and of its 
labour and general purposes 
committees and jis vice-chairman 
of its public relations committee, 
as well as being a past president 
of the Northern Counties Mono- 
type Users Association, and the 
Lancashire and Cheshire Master 
Printers Alliance 

The team will go under the 
auspices of the Anglo-American 
Council on Productivity, as was 
the case with the letterpress team 
last February 


FRIENDS OF Freddie Harra- 
dence may have been puzzied 


when they read last week that he 
came from Eastbourne to attend 
the “Two Freds” cricket match 
This should have reac East Peck- 
ham. His address is: c/o Miss 
P Mann, Fant House, East 
Peckham, Tonbridge, Kent 


WEEKS WISECRACK 


“If you can really turn out 
slick roughs, I suggest you 


start on 
executives.” 


our account 
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We Hear— 


THAT R. Poulton, director 
John Benington Ltd., was married 
«o Miss Margaret Windess at 
Chelsea Register Office on Sep 
tember 9 
* * 
THAT H. M, Stephen, manager 
Scottish Sunday Express, has 
taken over command of 602 (City 
of Glasgow) Auxiliary Air Force 
Squadron. During the war he was 
a Wing Commander and a Battle 
f Britain pilot 
* * 
THAT one of the first civilians 
to benefit from the recent Forces 
pay Increases was G. A. 
Burdett, advertising manager of 
the Dowsett Group of Com 
panies, who completed his 
RAF.V.R. annual training as 
Air Traffic Control Officer on 
September thus qualifying for 
two days’ pay at the new rates. 


[HAT Peter Hope Lumley has 


been appointed Press representa 


tive to Frank O. Salisbury, the 
portrait painter Other new 
weounts he is handling include 
milliner Simone Mirman, hair 


stylist Riche, and J. Floris, per- 
fumier to the King. 


THAT Tom Hickey, editor, The 
Statist, is in Ireland collecting 
material for an Irish number of 


The Statist, to appear in late 
October or early November 

* * * 
THAT Gerdon C. Martin, Press 


officer, the Plessey Co., Ltd., has 
become engaged to Eileen Simp- 
son, who was formerly secretary 
to Leslie W. Berrill, chairman of 
Gordon & Gotch Ltd 

* * 
THAT Ivan F, Luckin, London 
manager, Fairchild Publications 
Inc., is to be installed master of 
the Old Milthillian Lodge on 
October 31 

* 
FP. A. (*Nick”) Nicholson 
is in hospital for an internal 
operation, He will be away from 
his agency, Legget, Nicholson & 
Partners Ltd., for about three 
months During his absence 
F. E. Gearon wi!| be in command 


* * * 
THAT Billy McFeely and 
Malachy O'Gorman, advertise 
ment representatives of the 


Standard, Dublin, are in London 
on business 


ADVERTISING MANAGER'S CORNER 


Bang On Your Produet 


There's no profit in near-misses when you are out 
to attract the attention of the customer to your 


produc { 


you don't score 


That's 


why we 


you've got to be bang on the bull or 


want to tell you about a grand 
idea we've just invented 


It's one of the brightest 


novellies we've thought up in 38 years of business 


And it makes your product catch the customer's 


eye ever when the 


competion, 


target 


area is crowded with 


Ask us for a demonstration. 


distinctive showcards, clever 


cut-outs by 


HARRIS 


THE 


FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED. 29.30 KINGLY STREET, LONDON Wi 
Tel 


REG 3295-6 


THAT A. W. E. Yate, assistant 

publicity manager, The Enfield 

Cycle Co. Litd., has been appointed 

honorary Press officer to the Red- 

ditch Motor Cycle and Car Club 


THAT products will be 
extensively advertised this Christ- 
mas 


Goya 


* * 

THAT a window display com- 
petition featuring their Baby Bru- 
mas toilet soap is being sponsored 
by Castle Soaps of Cambridge Ltd 
Leaflets and showcards were pro- 
duced by ¢ H. Vernon & Sons 
Lid., Liverpool 


> * 
THAT the British Direct Mai! 
Advertising, Association luncheon 
at the Waldorf Hotel arranged 


for September 28, has been post- 
poned until October 5 

* * 
THAT Charles Stokes, vice- 
president, Publicity Club of Lon- 
don, sailed to Canada on Sep- 
tember 13. He will be away for 
six weeks 

* * * 
THAT the success of Barmouth 
Publicity Association's town 
guide—7,900 copies have been 
distributed—is attributed mainly 
to the Press advertising carried 


out by the Association since 
Easter 

* 
THAT René Elvin, P.R.O. to 
W. S. Crawford Lid. gave a 


broadcast talk to the schools on 

Provencal Music” on Wednes- 
day morning. He started his 
journalistic music 
critic 


career as aA 


Advertising Darts 
» 
League Proposed 
As darts is becoming popular 
in the advertising field it is 
generally felt that it would be 
1 good idea if some sort of com 
petition could be organised 
if any advertising 
publishing 


agencies, 
engravers 
interested to pro 
duce a team to compete in such 
i competition, they are asked to 
contact Mr. Ernest Groombridge, 
of F.C.B. Mayfair 9181, 
who will be pleased to do the 
organising until such a time 
committec 


houses or 
are sufficiently 


mitial 


as i representative 
can be formed 
Would-be competitors are re 
quested to say if it is possible to 
enter a team members or 
f it is necessary to 
the team to six players 


of eight 


considered 
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At the annual cricket match and 
summer picnic for staff and friends 
of Dudley Turner & Vincent Ltd., 
held at Woodside Park. Dudley 
Turner's X1 beat S. H. Vincent's 
YI by a small margin. The picture 
shows the players, including Dudle) 


Turner, S. H. Vincent, R. O. Nash 
and E. Askwith. 
N.A.G.S. Autumn 


Golf Meeting 


The autumn meeting of the 
Newspaper and Advertisers’ Golf- 
ing Society will take place at 
Berkshire GC on Thursday, 
October 12, for Lord Camrose’s 
Challenge Trophy in the morning, 
and the Captain's prize in the 
afternoon. There will be a supper 
at the Berkshire Club 

The auction lunch will be held 
at the Savoy on Monday, Octo 
ber 9 


The party referred to in the 
caption on page 399 of our last 
issue was given by the Midwives 
Chronicle and Nursing Notes. 
and not, as stated, by the Mid- 
wives Chronicle and Nursing 
Mirror 

ADVERTISING 
DIARY 
Friday, September 22 

INCORPORATED SALES MANAGERS 

ASSOCIATION annual conference 

opens at Margate 

YOUNG NEWSPAPERMEN'S ASSOCIA- 

TION week-end conference opens at 

Buxton 
Saturday, September 23 

PUBLICITY CLUB OF NORTH WALES, 

publicity convention, Llandudno 
Monday, September 25 

PUBLICITY CLUB OF LONDON, **Get 

Together’’, Waldorf Hotel, 6 p.m 
Tuesday, September 26, and Wednes- 
day, September 27 

INCORPORATED SOCIETY OF BRITISH 

apverTisers Golden Jubilee con- 

ference, Connaught Rooms 
Friday, September 29 

SOCIETY OF DIPLOMA MEMBERS OF 

THE ADVERTISING ASSOCIATION an- 

nual dinner and presentation of 

diplomas, Criterion, Lower Regent 

Street, 6.30 p.m 
Saturday, September 30 

CLUB DEVELOPMENT COMMITTEE 

meeting, Fleet Street Column Club 


Luncheon 12.30 p.m meeting 
2.430 p.m 

Wednesday, October 4 
TNCORPORATED SALES MANAGERS 
ASSOCIATION. John E. Evan Cook, 


chairman, Institute of Packaging, 
on ‘Packaging for Export’’, 
Berners Hall, Berners Street, W., 
6.15 p.m 


i 
{ 


* All advertising pages facing Editorial matter 
* Published Monthly from January issue 


* Covers in full colour 


TMA 


Film Review 


FOR DETAILS OF RATES, ETC. APPLY 
FILM REVIEW, 131-134 NEW BOND STREET, LONDON, W.|I 
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ISHED IN 


1666 


Glamorgan Gazette 


The County Weekly 

Newspaper for Central 

and South Glamorgan 

Widely read in all parts 

of the Area — Industrial, 

Agricultural, and Coastal 
resorts. 


WEEKLY NET SALE 
OVER 15,000 COPIES 


QUEEN STREET - 


consult the experts 


POINT OF SALE 


advertising 


SHOWCARDS %& SIGNS DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL PRODUCTS 
ILLUMINATED SIGNS 


ACME sHowcaan SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel.: Howerd Est ever holf a century 


EXHIBITION 
SILK ~ SCREEN 


DISPLAY 


OF GLOUCESTER 
"Phones ; GLOS. 2228/-2-3 
london TRAfalger 4277/8 


CARDS: STREAy 
OSTERg “ 


Conall 


97 SHIRLEY ROAD CROYOON 


WIGHEST GRADE 


SPEEDY SERVICE 
CLEAN © SHARP 


EXPRESS 
petivery 7 


WOWCARDs 


CANNOCK CHASE 


POPULATION OVER 65.000 


CANNOCKR 


A 


WEEKLY NET SALE OveR [S000@ac 


HEAD OFFICE CAMMOCK STAFFS TEL 2225 
LOMOON 60 FLEET STREET TEL CEN 7500 


BAOCHURE ON REQUEST 


| 
FIELD SPORTS 


magazine 


(published every other month) 
appeals to well-to-do men and 
women. 
If your goods are quality goods 
FIELD SPORTS MAGAZINE 
can help you sell them. 
Specimen copy, ete., from: 
WILL KITCHEN JR 
(MAGAZINES) LTD 


FLEET STREET, £C.4 
Telephone: CENtral 1960, 3133, 3754 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.! 


Directors : 
George Miall, Arthur Lembert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


Our comprehensive service includes 
Design, Sereenine Mera! Parts, etc 


ORBEX PLASTICS 
Buxtoe St.. Londoe Rd., Meachester, 
Tel: Antwick 1051 
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CURRENT ADVERTISING 


Ronson To Spend £50,000 On A Big 
Pre-Christmas Campaign 


Ronson Products Ltd, as fore- 
cast in ADVERTISER'S WEEKLY two 
weeks ago, are to spend some 
£50,000 on a pre-Christmas cam- 
paign in national dailies and 
Sundays, provincial dailies and 
general interest magazines 

For the first time in the history 
of the company an advertising 
film is to be shown. This is a two- 
minute technicolour cartoon film 
entitled “‘Lighter Moments’’, 
which has been made in France at 
the same studio which last year 
won the cartoon award at the 
Venice Film Festival 

The central figure of this ts 
Father Christmas. This motif is 
being used as a link for the whole 
campaign between Press, film and 
merchandising material 

Dealer aids and leaflets will be 
availabie, and a block service is 
being offered to dealers to link up 
with the national campaign in local 
papers. Agents are Mather 
Crowther Lid. 

NEW ACCOUNTS 

To Basil Butler Co., 
David Brown Tractor Group. 
This company had previously 
placed direct. The appointment 
is effective October | 

To Stonehouse Advertising Ltd. 
(Hull): Harbourne Rug Craft 
(Leicester), manufacturers of a 
new type of rug making outfit. 
Mail order advertising in Woman, 
Picture Post, Illustrated, and 
Everybody's. 

To Norman Davis Ltd.: C. & 
M. Sumrie Ltd., clothing manu- 
facturers. 

To Legget, Nicholson & Part- 
ners Ltd.;: Dutch Bulb Growers 
Association. “Buy More Bulbs” 
campaign in Times, Daily Tele- 
graph, Sunday Times, Observer. 
half-pages in Picture Post and 
Woman's Weekly, and gardening 
journals. 

To Reynell & Son Ltd.: Her- 
cules Powder Co. Ltd 
NEW CAMPAIGNS 

For Kolynos toothpaste, starting 
in October with 8-in. d.c. Daily 
Express, continuing in national 
dailies and Sundays, genc ral interest 
magazines, including Picture Post, 
Iilustrated and John Bull. For Anne 
French cleansing milk, half-pages 
in Woman, Woman's Weekly, 5-in 
d.c. Daily Mirror, starting Novem- 
ber. Agents: Colman, Prentis & 
Varley | td. 


For Palmolive soap in national 
dailies and Sundays, general interest 
magazines, including Picture Post, 
women 's magazines. Agents: Masius 
& Fergusson Ltd. 


For Famel Syrup. Winter cam- 
paign which will be ‘‘more exten- 
sive than in recent years*’ in 
nationals and provincials. Posters, 
underground cards and filmlets will 
also be used. Agents: Rumble, 
Crowther & Nicholas Ltd. 


For Avia watches, in national 
dailies and Sundays, general in- 
terest magazines, including Pic- 
ture Post. This is the first time 
this watch has been advertised in 
the consumer Press. Agents: 
Gorings Ltd. 

For Carlton chicken noodle 
soup, introduced to Britain after 
being for “export only”, in Lon- 
don evenings, trade Press and 
posters in buses. Possible exten- 
sion to national Press later. 
Agents: Partington Advertising 

‘o., Ltd. 

For Swan Brand aluminium 
hollow-ware and electrial appli- 
ances, in News of the World, 
Sunday Express, Sunday Pictorial, 
Ideal Home, Wife and Home, 
Woman's Journal, Home Chat, 
Woman's Own, Illustrated, and 
Press. Agents: Murray-Watson 

For Zebo, in national dailies and 
Sundays. Agents: J. Walter Thomp- 
son Co. Ltd. 

For the Service Tailoring Co., 
Litd., in London evenings, provin- 
cial evenings and dailies, spaces 
ranging from 4 in. to 8 in 
doubles This account is now 
handled entirely by Gee Advertis- 
ing Ltd. (Leicester). 

For Somervell Bros., makers 
of “K” and Gold Cross shoes, 
national dailies, Punch, Autocar, 
trade Press and full pages in 
colour in Picture Post, Vogue, 
and Envoy. Agents: S. H. Benson 
Ltd. 

For Rigg Bros. Ltd., in Good 
Housekeeping, Woman and 
Home, My Home, Mother, 
Homes and Gardens, Woman's 
Pictorial, Mother and Home, 
Woman's Journal, and Ideal 
Home. Agents: Ashburners Ltd. 

For Nestlés condensed milk, 
full pages in colour in Picture 
Post, Illustrated, Woman, Woman 
and Home, Woman's Pictorial, 
Housewife. Separate campaign in 
Radio Times and Daily Mirror. 
Agents: Charles W. Hobson Ltd. 
(Amersham). 

For Needler’s County choco- 
lates, 3-in. d.c. in national dailies, 
4-in. dic. in 20-25 provincial 
evenings, half-single columns in 
Picture Post, Woman, with a pos- 
sible extension to other general 
interest magazines, trade Press. 
Agents: St Advertising 
Ltd. (Hull). 


AD. DEBUT FOR ANTOINE 

Antoine, famous among 
fashionable society womenfolk 
the world over for his creative 
artistry in hair-styling, will 
shortly be making his debut in 
the advertising pages of high- 
grade magazines and weeklies in 
this country. The preparation and 
pubdiicising of this series of an- 
nouncements have been entrusted 


to Dortand Advertising Lid. 
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is the average weekly net sale figure 


for the 


RADIO TIMES 


for the period Ist January —30th June, 1950 


Advertisement Rates are still based on 7,750,000 
Member of the Audit Bureau of Circulations 


j Advertisement Department, BBC Publications, Broadcasting House, 


Portiand Place, London, W.1 


Gordon & Gotch Advertising Lid 
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HARPER 


ADVERTISING 


ans 


Blotters * Diaries Calendars 
Write for list 


D. HARPER & (0. LTD. 


756/262 Holloway Rd London  N7 
Phone: NORTH 3622 


A 
Printing Service 


E. O. BECK LTD., offer a complete 
and efficient Printing and Production 
Service to the Advertiser who 
values quality and helpful assistance. 
LETTERPRESS © LITHOGRAPHIC ang 
COLOUR PRINTING DESIGNERS 
DIE-STAMPERS 


OG, 


London, E.C4 


29 Watling Street, 
CITY 3485/6 


ESTAR, 1919 


WILL KITCHEN JR LTD NEWSPAPER ABO 


eaec tion 

RECIMA*STUDIOS SIGNS DISPLAYS uo 

fac 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LINITED 

72a Plough Rd., Battersea, S.W.1! 
Tel. Nos. 5300 & 4886 


course 


COLOUR RETOUCHING 
by expert craftsmen 

Co. itd, Brownlow Ad 

"Phone : EALing 269! 


PUBLIC ATIONS 


NEWS AND NOTES 


*Psychie World’ 
Reappears 


Psychic World, which was first 
published by Practical Press Ltd 
in 1946 and withdrawn after ten 
months, re-appeared again this 
week. Selling price remains at 
3d. and the first four issues are 
being supplied to newsagents on 
sale or return. It has 12 pages, 
144 in. x 114 in., and no second 
colour is available 


* * * 
Printing of the Municipal 
Journal has been switched to 


Wm. Byles & Son Ltd., Bradford, 
where it joins its associate publi- 
cation, the Municipal Year Book. 
The transfer had nothing to do 
with the L.S.C.-L.M.P.A, dispute 
With the September 15 issue, the 
Journal goes up to 48 pages, re- 
tains its distinctive Times Bold 
four-column news make-up and 
ts Service of receiving official 
advertisements up to a few hours 
before publication 
* * 


Under the heading “We Never 
Surrender” The Petroleum Times 
of September 8 announced that 
it had, because of the printing 
dispute, been produced in Paris 
on the presses of its associate 
journal Le Revue Petroliere 

* * * 


Dry Cleaning and Dycing 
Journal has produced a special 
issue, dated September 25, in con 
nection with the Laundry and 
Dry Cleaning exhibition at 
Olympia Almost half its 56 
pages plus covers are advertise 
ments 

* * 

As from September 23, Sporting 

World will be increased in space 


area and reduced tn price from 
6d. to 4d. The overall size will 
be 17} in. by 14 in. and the 
column width 2 in. as against 
in 
* * * 
Municipal Review for Sep- 
tember contains an cight-page 


supplement about the new House 
of Commons; there are about 20 
advertisements from contractors 
who participated in the erection 
* * * 
Publication date of Miniature 
Camera World ts being advanced 


to the 12th of each month 
The next number will be the 
October-November issuc, and the 


December issue will 


November 12 


appear on 


Two issues of the Continental 
edition of Machinery Lloyd, 
September 9 and 23, though de 
layed by the printing dispute 
carned normal advertisements and 
editorial 


CHANGE OF ADDRESS 
ruce A » to 92 Dorset 
House Gloucester Place, N.W.1 
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U.S. Expert Brings Child-Appeal 


Premiums 


The success in U.S.A. of what 
he described as “premiums” was 
explained to leading advertisers 
and agents by Mr. Sam Goid, 
vice-president, Einson Freeman 
Co., New York, at a demonstra- 
tion at the Dorchester Hotel last 
week 

He had brought with him a 
large number of the premiums 
which his firm lithographs. All 
are distributed as flat pieces of 
cardboard, die-cut, and can be 
made up into models without 
the use of scissors and glue. They 
include moving circus animals 
and clowns, song books, Chris® 
mas give-away books that incor 
porate a cut-out model, aero- 
planes, ciné projectors, a small 
periscope, a complete house and 
garden and a sixshooter which 
actually fires 

Most, though not all, 
Gold's campaigns 
appeal through the child. He 
creates a series of toys as well 
aS posters, display pieces and ads 
for the comic sections of papers 


of Mr 
involve an 


to announce the offer to the 
kiddies Then, he hopes, the 
children — will plague their 


mothers into buying the product 
sponsoring the offer. If, at the 
end of the campaign only a pro- 
portion of the new customers 
stick he will have achieved his 
aim 

Mr. Gold quoted several ex- 
amples of successful campaigns 
which his organisation has con- 


To Britain 


ducted. An outstanding example, 
he said, was that for a Kellogg 
product called Pep, which had 
not been going over as well as 
expected. He produced a series 
of model aeroplanes and put one 
into each packet With little 
more backing than a spot on the 
carton and some dealer aids, 
nearly 100 million packets were 
sold in a season of 4}-5 months 
The product is now selling well 

Continuity, Mr. Gold empha 
sised, was essential in such cam- 
paigns He always advises a 
series of toys or gadgets in order 
to encourage children to trade 
among themselves 

In the above example, the give- 
away had to be charged against 
advertising costs. U.S. manufac- 
turers, thought Mr. Gold, will 
“ay up to about 3 cents per 
gadget. Other types of campaigns 
consist of combination offers 
(“Buy two packets of . and get 
a free ") where part of the 
cost of the premium is paid by 
the customer. A third type, which 
Mr. Gold does not consider suffi- 
ciently exclusive, consists of a 
coupon offer (“Send in 25 cents 
and you get "). “Never ask 


for more than 25 cents from 
children,” said Mr. Gold. “Parents 
won't foot the bill for higher 
sums.” 


Einson Freeman Co. are repre 
sented in Europe by the Dutch 
lithographic firm, Emmanuel 
Smeet, whose English director is 
Mr. J. E. Chilton. 


Legal And Gazette 


Bankruptcy 


Proceedings 


ANTHONY Jackson, 81 Childwall 
Valley Road, Liverpool, and Wu- 
rreD Mostyn, § Lister Crescent, 
iverpool, Soreness carrying on busi- 
ness at 79-81 London Road, and 
lately at 26 Islington, both Liverpool, 
in co-partnership under the style of 
Mostyn Jackson (Publicity) Co, 
Advertising Agents and Publishers 
Order of adjudication, September $ 


NEW COMPANIES 

LUMINESCENT PRODUC- 
TIONS LTD., & Hanover Square, 
W.1. Display and advertising speci 
alists agents and managers. Nominal 
capital £1,000. Directors t 
Evans, W. E. Evans 


SCREENPRINT LID., 
Street, Willenhall, Staffs 
printers, designers and manufac- 
turers of advertising tablets, exhibi 
tion stands and other structures 
Nominal capital £100. Directors 
Ida Lloyd, P. N. Heath, G. N. Terry 

CREST PUBLICITY LTD., Mu- 
seum Street, W.C.1. Nominal capital 
£500. Directors: W. J. White, E. S 
Mc Manus, W. H. Pook 

HOLMAN ADVERTISING LTD. 
Nominal capital: £3,000. Directors 
T. Hasler, R. H. Punter 


— 
105 Union 
Silk screen 


ARTCO PUBLICITY LID., 7 
Endsleigh Court, Upper Woburn 
Place, W.C.1. Nominal capital: £100, 
Director: R. V. Bell 

GERARD HOLDSWORTH LITD., 
18 Hanover Street, W.1. Advertising 
agents. Nominal capital: £100. Direc- 


tors: G. A. Holdsworth, Mrs. M. V6» 
Holdsworth, T. G. M. Harman 
RIPLEY, PRESTON & CO, 


(SHEFFIELD) I TD., 9 York Street 
Sheffield, 1. Advertising agents and 
consultants, publishers, printers 
Nominal capital: £100. Directors: 

F. Preston, R. J. Bennett, R. 
Holmwood 


FINSBURY ADVERTISING 
AGENCY LTD. Nominal capital 
£100. Director: J. W. McLeod 

(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register com- 
piled by Jordan & Sons Ltd., Company 
Registration Agents, 116 Chancery 
Lane, London, W.C.2.) 


WILLS 


Mr. AGNEW, direc 
tor of W. S. Crawford Ltd., left 
£14,986 9s. 2d. gross, £14,909 7s. 8d 
net 

Mr. Rowert Tomi, 
senior partner in Henry Squire A 
Co., advertising contractors, and 
chairman of Venables, Tyler & Co. 
paper makers, left £8,744 14s 6d 
gross, £7,707 Os. lid. net. 


ag 
i ZINE REPRESENTATIVES WILL EIT 
| ATIVES WILL KITCHEW 
LID NEWSPAPER AND MAGAZINE REPRESS 
jouns, SOW & WATTS LTB. 
] 
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NEWSPAPER 


D. acopy 
40/- a year 
Post free 


45/- (overseas) 


STOP PRESS 


CANADIAN WOMAN 


id PUBLICITY CHIEF 
FOR BRITAIN 
Nine Canadian women journa- 


lists, led by Miss Byrne Hope 
Sanders, chairman, publicisy 
| committee, Dollar Sterling 
trade Board, arrive next week- 
end for tour, arranged with 
Dollar Exports Board, of British 
industrial centres, Object is to 
write series of “Buy British” 
articles in Canadian consumer 
and women’s Press, and make 
radio talks. 

London, Birmingham, Stoke- 
on-Trent, Manchester, Edin- 


You can command exceptional plant and interested 
men and women for letterpress, lithography, colour 


photography, offset deep plates, foundry, machine 
composition, joined with our wish to support your entertained to dinner by Lord 
5 lans Beaverbrook and by Lord 
P . Kemsley, and will see offices of 


When you and we have agreed dates for delivery, ey nye yt 
that timetable will be adhered to. cunts to 
ing in Canadian journals from 


We are reliable printers. British manufacturers. 


1.A.M.A ANNUAL 
MEETING 


Annual meeting, Incorporated 
Advertising Managers’ Associa- 
tion, to be held at Waldorf 
Hotel, October 4, followed by 
members’ dinner. Understood 
all officers and council members 
are standing for re-election, and 
there are no other nominations. 


SIR CECIL WEIR FOR 
1.1.P.A. DINNER 


Sir Cecil Weir, chairman, 
Doliar Laports Board, will be 
principal guest and speaker at 
annuai dinner, Institute of In- 
corporated Practitioners in 
Advertising, Dorchester Hotel, 
October 5 


T. B. H. OTWAY PROMOTED 

T. B. H. Otway appointed 
group advertisement manager, 
Creative Journals, Latin-Ameri- 
can Industrial Press and Scope 
Books; formerly advertisement 
manager, “Commentario Com- 
mercial.” L. 8S. Barry appointed | 
advertisement manager, “Sales 
Appeal.” 


Great Russell Street, Septem- 
ber 26-7, 7.30 pm. _ Tickets 
2s. 6d. 3s. 6d.. 5s. from any 


house representative, Fleet i 

Street British Legion, or Arthur 

Trendall, “Daily Telegraph. i 
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ERs Press Players presenting “The 

ae Queen Came By” by RB. F. Del- 

derfield, King George's Hall, 
| 


